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Rough Proofs 


If the American Bar Association 
goes ahead with its proposed sur- 
vey of “the legal profession and 
its place in American living,” ‘.e 
questionnaire shouldn’t be pre- 
pared by a Philadelphia lawyer. 

voy¥wey 

A manufacturer selling to de- 
partment stores is looking for a 
sales manager who is “big men- 
tally and physically.” Is he going 
to have to overawe his salesmen 
or the customers? 

, © ¥ 

The Creative Man says he is “a 
person who has never entirely 
gotten over the thrill of opening 
a telegram.” 

A lot of people did when collec- 
tion agencies started using ’em. 
7 FV F 
It is unreliably reported that 
seven American League baseball 
clubs are joining wiih the National 
League in raising a pension fund 
to provide for the early retire- 
ment of Ted Williams. 

yy --F-9 

The nation’s birth rate is lower, 
the Census Bureau reports, but 
still higher than the prewar level. 
Now that Philip Wiley is spank- 
ing the boys for not being inter- 
ested in fatherhood, things are 
going to be different. 

, F F 

The makers of the new rear- 
engine Tucker automobile, for 
which there are already 12,000 
applications for dealerships, in- 
sist they’re not putting the cart 
before the horse. 

vwy 


Wallace M. Hughes says motor- 
ists would just as soon pay ten 
cents for the free maps they get at 
filling stations. The oil companies, 
of course, are merely trying to 
get across the idea that they’re 
selling premium gas. 

vvweg 


Price fixing in the shoe findings 


business, including rubber soles 
and sundries, is charged by the 
Federal Trade Commission, which 
is confident that it has identified 
America’s Number One heel. 
* Vv F 
Gen. Ken R. Dyke, NBC’s new 
vice-president in charge of broad- 
cast standards and practices, evi- 
dently resisted successfully the 
idea of joining up with General 
Motors, General Mills or General 
Tire. 
- 2 = 
Only 1% of the wage-earners in 
Portland, Ore., are paid on the 
thirteenth of the month, according 
to a survey of the Journal, and 
nobody thought to ask them if 
getting a pay envelope on that 
day makes them feel unlucky. 
+ FF > 
McCandlish Lithograph says it 
can’t define beauty in a _ poster 
“any more than one can define 
beauty in a woman.” 


Who’s interested in defining 
beauty in a woman? 
vvwy 


“Texan plans his own Holly- 
wood,” says a news item from 
Dallas. 

Complete with swimming pools 
and telephones on the cafe tables? 
+, © ¥ 

Canada revalues its dollar and 
newsprint prices go up. 

Does inflation work as simply 
as that? 
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Copy Cus. 


Monifor Readies 
‘Package’ Laundry | 
Campaign for Fall 


Builds System of 
‘Depression-Proof,' 
Exclusive Retailers 


By GEORGE BIDERMAN 


(Picture on Page 57) 


New YorK—Monitor Equipment 
Corporation, the independent dis- 
tributor-owned appliance com- 
pany which will market under its 
own name a complete line of 35 
home appliances made by 32 man- 
ufacturers, is readying its first in- 
tensive merchandising effort for 
September, featuring a “complete 
3-unit home laundry” for about 
$89. 

The laundry includes an iron- 
ing board, aerator washer and 
electric steam iron and will be 
advertised in color spreads in 
Collier’s, Look and The Saturday 
Evening Post and in cooperative 
local newspaper copy. The unit 
is the first of a series of “package” 
merchandising programs whereby 
several Monitor appliances will be 
sold as a unit, Paul B. Zimmer- 
man, executive vice-president, told 
AA. 

In the meantime Monitor’s 58 
distributors have developed a re- 
tailer organization which covers 
every county in the U. S. and in 
which each retailer has an ex- 
clusive, non-overlapping territory. 
This feature is only one of several 
organizational characteristics of 
Monitor which are designed to 
iron out some of the “bugs” which 
plagued prewar appliance mer- 
chandising. 


Enlist Appliance Centers 


Monitor retailers will have only 
one source for Monitor appliances 
—the distributor-owner. Retail 
outlets have been carefully chosen 
in each locality so that a Monitor 
appliance center (which will be 
either a store featuring only Moni- 
tor appliances or a special Moni- 
tor department within a depart- 
ment store) is located in the popu- 
lation center. In each outlying 
trading area, an exclusive Moni- 
tor retailer will be situated. 

So that the appliances will be 


/channeled only to key spots, with 


overlapping and excessive costs 
eliminated, many Monitor dis- 


(Continued on Page 52) 


Personal 


Private lives exposed in 
Getting Personal, Page 
18. Other features: 


Ad-libbing ........ ee ee 
Chain Store Figures .. 50 
Editorials ........ . 12 
Farm Paper Figures . 46 
Feature Page ........ . 43 
Information for Abvettlann a 
In Washington ......--.... . 45 
Magazine Figures ........ a 
Photographic Review Ck 
Private Lines ....... +e 
ED «6s b cabsoeediuinkcs eke 
Voice of the Advertiser ey 


THE FUTURE 


= ae 
The members of the ila! hands Menetenaes 


doat—ow oF st any ee 


have no intention of rocking 


a See ee rene: ben Be Sate pen chet ee bene emevee” ee Me A 


SLIGHT CHANGE—The NAM "confi- 
dence" ad, which appeared shortly 
after the demise of OPA, was reprinted 
—with a few changes, as shown here— 
in the national edition of CIO News, 
reaching key personnel in all ClO 
unions and CIO organized plants. 


Electronics Steal 
Show as Music 
Merchants Gather 


Old Familiar Song 
Is Heard: "What 
Is There to Buy?’ 


CHICAGO — Boogie - woogie and 
Beethoven surged through the 
Palmer House here last week as 
almost 200 makers of musical in- 
struments demonstrated their 
wares to more than 6,000 music 
merchants at the first postwar 
convention and show of the Na- 
tional Association of Music Mer- 
chants. 

Urged to hold the line in pricing 
merchandise, merchants and mak- 

(Continued on Page 58) 


First Half of 


‘46 Spawns 


Flock of New Agencies 


General Foods 
Shifts ‘Aldrich 
Family’ to NBC 


New YorkK—General Foods Cor- 
poration’s “Aldrich Family” radio 
serial will be moved from CBS to 
NBC, it was disclosed last week 
as CBS announced new times for 
three other GF shows for the com- 
ing season. 

“Aldrich Family” will make its 
NBC debut Sept. 5 in the network’s 
Thursday 8 p.m. time spot. The 
show, handled by Young & Rubi- 
cam for Grape-Nuts and Grape- 
Nuts Flakes, leaves CBS Aug. 23. 

CBS will move GF’s “Baby 
Snooks,” heard for Jell-O through 
Young & Rubicam, into the Fri- 
day 8 p.m. spot vacated by “Al- 
drich Family,” beginning Aug. 9. 
“Baby Snooks” was aired Sun- 
days at 6:30 p.m. prior to its cur- 
rent hiatus. 


Others Shifted 


“Kate Smith Sings,” heard Fri- 
days at 8:30 p.m. for GF’s Postum 
before beginning a hiatus this 
month, will return to the air Oct. 
6 in the Sunday spot vacated by 
“Baby Snooks.” 

Also off for the summer, “Ad- 
ventures of the Thin Man,” which 
GF earlier was reported as can- 
celing (AA, May 20), will return 
Aug. 9, taking over the Friday 
slot vacated by Kate Smith. 

Meanwhile Dinah Shore, whose 
Birdseye show for General Foods 
on NBC last season was dropped 
by GF in the flurry of cancella- 
tions last May, is reported negoti- 
ating with the J. Walter Thomp- 
son agency for a leading role on 
Ford Motor’s Wednesday night 
CBS show starring Bob Crosby. 


Last Minute News Flashes 
United Artists Readies Pre-Release Campaigns 


New YorkK—United Artists is readying an intensive pre-release 
campaign on George Bernard Shaw’s “Caesar and Cleopatra,” $6,000,- 
000 British-made film. A national magazine campaign, costing $180,000, 
will use full pages in color. Through Buchanan & Co., United Artists 
also will spend $550,000 in newspapers, car cards and spot radio for 
the New York opening, and between $150,000 and $200,000 in a co- 


operative newspaper and radio campaign with exhibitors. 


The com- 


pany also will spend $400,000 on a pre-release campaign for Preston 
Sturges’ “The Sin of Harold Didd!ebock,” including teaser copy in 
magazines and Puck—the Comic Weekly and Metropolitan Group 


comics. 


Weiss & Geller Gets Sprague Warner Account 

Cuicaco—Sprague Warner division of Consolidated Grocers Cor- 
poration has appointed Weiss & Geller to direct its advertising. Four- 
color newspaper ads and extensive radio will be used to promote the 
division’s Richelieu brand of foods and coffee. 


Conklin Readies New Entry for Ball-Pen Field 


Cuicaco—Conklin Pen Company has developed a radically new 
ball-type pen which it will introduce late in September or early 


October, according to Joseph Starr, president. 


Said to embody an 


entirely new ball-point principle which overcomes existing short- 
comings, the pen will be introduced initially in eight or ten major 


markets, 


backed by a promotional program greatly in excess of 


previous Conklin efforts. Ward & Futterman, Chicago, is the agency. 
Many, Blanc to Launch Record Ad Campaign 


Cuicaco—Many, Blanc & Co. will schedule a record advertising 
campaign for DuBouchett liqueurs in Collier’s, Gourmet, Life, News- 
week, The New Yorker, Time and newspapers. Large newspaper ads 
will also appear showing how to make American drinks with Samovar 
vodka. McCann-Erickson handles the account. 


(Additional News Flashes on Page 59) 


Some, Raiding Older 
Firms, Start with — 
$1 Million Volume 


BY LAWRENCE M. HUGHES 


NEw YorK—Despite strikes, ma- 
terials shortages, price dislocations 
and other factors which disrupted 
advertising plans for many pro- 
ducts, and which curbed the 
growth of some large and long- 
established agencies, a lot of ad- 
vertising people picked the first 
half of 1946 as a good time for 
their agencies to be born.. 

A half-dozen of these new agen- 
cies, formed largely by executives 
from older agencies who took ac- 
counts with them, already are bill- 
ing at a rate of $1 million to $3 
million a year. Scores of others, 
mostly small and regional or spe- 
cialized, crystallize the desire for 
independence of returning veter- 
ans with advertising experience. 

As more products become mar- 
ketable, and competition becomes 
keener, the number of new agen- 
cies doubtless will expand even 
more sharply. 


More Agencies in Existence 


The exact number of them 
launched in the first six months of 
1946 is difficult to determine. The 
May 1946 issue of the agency list 
of “Standard Advertising Regis- 
ter” is 50 pages larger than the 
December 1945 issue. But this is 
due in part to the listing of more 
accounts and other data, including 
executives and branch offices, of 
established agencies. Probably 
there are 1,800 agencies in the 
country today. 

American Association of Ad- 
vertising Agencies has added 18 
members in the last year, but 
Four A members generally are 
eligible only after one year in 

(Continued on Page 52) 


Army May Back 
Grid Broadcasts 


PHILADELPHIA — With Congres- 
sional approval expected momen- 
tarily on the Army’s appropriation 
for recruiting for the new fiscal 
year, N. W. Ayer & Son, agency 
handling the Army Recruiting 
Service’s advertising account, last 
week was completing plans for 
ARS to sponsor network broad- 
casts of college football games this 
fall. 

While confirming that this 
project was well under way, the 
agency declined to discuss the de- 
tails, including which network will 
be used. 


Using Three Nets 


Currently the agency is using 
three major networks for the in- 
tensive recruiting drive. The pro- 
grams plugging the ARS slogan of 
“Make It A Million” are: ABC’s 
“Warriors in Peace,” 30-minutes 
weekly, and Harry Wismer’s sports 
news, five minutes five times 
weekly; CBS’s “Sound Off” with 
Mark Warnow’s orchestra, 30 min- 
utes weekly; and Mutual’s “Spot- 
light Bands,” 15 minutes three 


| times weekly. 
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Bay State Boosts 
Budget $200,000 


Boston—Although the Massa- 
chusetts legislature failed to pass 
a bill authorizing creation of a 
Department of Commerce, with an 
annual budget of $1,000,000, in- 
cluding $600,000 for advertising 
and publicity, the advertising 
budget for the state has been 
trebled to $302,000 for the fiscal 
year starting this month. 

The campaign, handled by the 
Massachusetts Development and 
Industrial Commission, will in- 
clude continuance of industrial ad- 
vertising in “executive” maga- 
zines and in metropolitan newspa- 
pers. A recreational campaign, to 
run next spring and summer, will 
appear in general magazines and 
newspapers. Theme and schedules 
for the latter campaign have not 
been determined. John C. Dowd, 
Inc., Boston, is the agency. 

The Department of Commerce 
was recommended last December 


in a report by Joseph P. Kennedy, 


former ambassador to England, 
which showed that between 1923 
and 1939 wages paid in Massa- 
chusetts dropped nearly $300 mil- 
lion and sales of Massachusetts 
products also declined. 


Three Appoint Dennison 


The Buffalo office of Craig E. 
Dennison Advertising Agency has 
been appointed to handle the ad- 
vertising of Globe Woven Belting 
Company, Buffalo; Aviation Mar- 
keting Company, Lancaster, N. Y., 
and Nesbitt & Meidenbauer, man- 
ufacturer of the Firewel gas con- 
version burner. Business papers 
and newspapers will be used by 
Nesbitt & Meidenbauer. 


Names Wambolt, Albert 


B. H. Wambolt, formerly field 
editor of American Lumberman, 
Chicago, has been appointed as- 
sociate editor of American Builder, 
Chicago. Sterling H. Albert, who 
has been research editor in the 
Chicago office of American Builder, 
has been transferred to New York, 
where he will be eastern editor 
and research director. 


Van Heusen Ad 
Budget Up 30% 


NEw YorK—Phillips-Jones Cor- 
poration, maker of Van Heusen 
shorts and other men’s wear, is 
spending 30% more in advertising 
this year than in 1945, ADvVERTIS- 
ING AGE learned this week. This 
fall the company will increase ad- 
vertising 18% over the spring 
schedule to inaugurate the largest 
fall advertising campaign in its 
history. 

A total of 34 color insertions 
will appear, with full pages in 
Esquire, Pic, Life and True; two- 
thirds pages in Time and half- 
pages in Collier’s. Business pub- 
lications scheduled include Apparel 
Arts, Men’s Reporter, and Men’s 
Wear. 

Retailers will receive a news- 
paper mat service, mounted re- 
productions, and blow-ups of na- 
tional advertisements, car cards, 
and one-minute spot recordings 
featuring Ted Husing in “Thrills 
of Sport.’ Each salesman will be 


equipped with a slide film projec- 
tor set with which to show re- 
tailers color reproductions of 
forthcoming promotions. 

Grey Advertising Agency 
handles the account. 


Swap Radio Shows 


“Inner Sanctum,” formerly 
sponsored by Lever Bros. for Lip- 
ton tea, will be sponsored by 
Emerson Drug Company, Balti- 
more, on the CBS network Mon- 
days 8-8:30 p.m., effective July 29. 
The program replaces “Forever 
Ernest,” which was dropped in 
April, 1946. Emerson also spon- 
sored ‘Vox Pop” until April, 1946. 
This program has been taken over 
by Lever Bros. for Lipton tea (AA, 
May 20). Batten, Barton, Durstine 
& Osborn is the agency for Emer- 
son Drug. 


Astor Pix to Nelson 


Astor Pictures Corporation, New 
York, has appointed Raymond E. 
Nelson, Inc., New York, to handle 
advertising, effective Aug. 1. Cur- 
rent business paper advertising 
will be continued until fall, when 
future plans will be announced. 


WHATEVER YOUR MERCHANDISE 


HERE’S THE WAY 


TO SELL 


IN THE 11 WESTERN STATES 
—A 6 BILLION DOLLAR MARKET 


67% 


| the 11 Western States, two-thirds of 


all Retail Sales are made outside the six largest cities. 


This is the Hometown Daily Newspaper Market — 
it is your Primary Market — it is worth two-thirds 


of your advertising dollars. Hometown Daily Newspapers 
will give you above 70% coverage. Nothing else can 
give you this coverage or near it. 


this rich sales- potential. 


You seek full distribution for your product — 
your advertising allocation should correspond. 
Compare your current advertising allocation with 


Hometown Daily Newspaper Publishers, 625 Market 
Street, San Francisco 5, California. 


TOTAL RETAIL 


NEWSPAPER 
MARKET 


IN THE 11 WESTERN 


¥% of all retail sales are made 
outside the six largest cities 


677, 


STATES ARE MADE IN THE HOMETOWN 
DAILY NEWSPAPER MARKET 


Cle 


SALES IN THE | 
HOMETOWN DAILY | 


3 3 TOTAL RE. 
TAILSALES IN 
THE 6 LARGEST CITIES 


OF ALL RETAIL SALES 
IN THE 11 WESTERN 
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STATES 
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HOMETOWN DAILY NEWSPAPER 


Advertising Age, July 22, 1946 


Service Isn‘t 
Good, United 
Airlines Admits 


CuHIcaco—Its ground _— service 
isn’t what it should be, United Air 
Lines admits frankly in full-page 
newspaper copy’ appearing 
throughout the country this week, 
explaining what it is doing to cor- 
rect the problem. 

The message, a signed statement 
by United’s president, W. A. Pat- 
terson, points out that the airline 
has advertised the good points of 
its service in the past, and that 
consistency calls for it to tell the 
public when the service isn’t sat- 
isfactory. 

An “enormous upswing” in the 
number of people who want to 
fly has swamped telephone facil- 
ities of the ticket offices, and long 
lines of passengers have been kept 
waiting for reservations § they 
sometimes couldn’t get, the ad ex- 
plains. Inexperienced help has 
been a factor, too, the airline ad- 
mits. 

To catch up to and eventually 
exceed prewar standards, United 
has made actual cash commitments 
for an $82,000,000 program calling 
for “new, larger, faster airplanes, 
and new, enlarged reservation and 
other facilities,” the public is told. 

The national ad, pretested in 
Chicago dailies, drew a very fa- 
vorable reaction, according to R. E. 
Johnson, advertising director. 

N. W. Ayer & Son handles the 
account. 


British, French Angle 
for ‘Radio Lux’ 


London dispatches last week 
said Herbert Morrison, Lord Presi- 
dent of the Council, disclosed that 
the British and French govern- 
ments are “about to start nego- 
tiations” to take over Radio Lux- 
embourg for use in beaming broad- 
casts to Germany and Austria. 

Mr. Morrison, reports said, at 
the same time denied the British 
planned to “jam” foreign. com- 
mercial broadcasts. His disclosures 
came as the House of Commons 
voted to uphold the labor govern- 
ment’s refusal to order an in- 
| quiry into BBC’s operation prior 
to renewal of its charter for five 
years. 


Boosts Station Lineup 


Procter & Gamble Company, 
Cincinnati, through Dancer-Fitz- 
gerald-Sample, Chicago, added six 
stations to the “Joyce Jordan, 
M. D.,”’ daytime serial lineup, 
which increases to 89 the num- 
ber of stations carrying the pro- 
|/gram, The show, heard Mondays 
i/through Fridays at 9:45 am., 
| CDT, advertises Dreft. 


“GREENWICH 
LEADS! 


It has 1.94% of the 
Population of 
Connecticut 
BUT 
It has 3.04% of the 
State’s Effective 
BUYING INCOME! 


GREENWICH 


Per Capita Buying Power 


$2,269 


Source—1946 Sales Management 


Greenwich Time 


Often Called “The Best Suburban 
Daily Newspaper in Ameriea” 
Nationally Represented by 
SMALL, BREWER & KENT, INC. 
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ANNOUNCING 
THRE APPOITATRE RTS 


OF 


Edward F. Lethen, Jr. 


AS 


ADVERTISING MANAGER 


Leslie R. Gage 


AS 


WESTERN ADVERTISING MANAGER 


MACFADDEN WOMEN’S GROUP 


205 EAST 42 STREET 221 N. LASALLE STREET 
NEW YORK 17, N. Y. CHICAGO 1, ILLINOIS 
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‘Life’ Launches 
‘World’ Edition 


New YorK—Life International 
has begun distribution of its first 
issue, dated July 22, to Europe, 
Latin America and the Pacific, 
with 15 advertisers appearing in 
the 72-page version of the last 
two issues of the domestic edition. 
The first edition has 200,000 dis- 
tribution which will be divided, 
as will future issues, so that 38% 


goes to Europe, 31% 
America and 31% to the Pacific. 
Advertisers in the first edition 
are Trans World Airline, Book- 
of-the-Month Club, Soft-Lite Lens 
Company, Schenley International 
Corporation, Hiram Walker & 
Sons, the Mennen Company, 
Fraser, Morris & Co., Ace Art 
Company, Reynolds Pen Com- 
pany, John Hudson Moore, Inc., 
Brown - McGrath, Inc., Julius 
Kayser & Co., Marshall Field & 
Co., Nestle’s Milk Products and 


to Latin| Eastman Kodak Company. 


The 
international edition is produced 
by gravure except for the cover. 


‘Harper's’ Appoints 
Harper’s Magazine, New York, 
has appointed Jasper, Lynch & 
Fishel, Inc., New York, to handle 
a special promotional campaign 
to re-introduce the publication’s 
“Where to Shop” section for re- 
tail and mail order advertisers. 
The section, dropped during the 
war because of paper shortages, 


will re-appear with the October 
1946 issue as a regular editorial 
and advertising feature. 


Appoints Smith, Bull 


Smith, Bull & McCreery, Hol- 
lywood, has been named to handle 
the advertising of the Los Angeles 
Rams,-champions of the National 
Professional Football League, 
which this year moves from Cleve- 
land to Los Angeles. The season 
starts with an All-Star game in 
Chicago in August. 


LET’S GO AFTER 


THE FAMILY NEWS MAGAZINE THAT 
INFLUENCES MAIN STREET, U.S. A. 


Philadelphia, 230 West Washington Sq. 
Chicago, 180 North Michigan Ave. 


e « New York, 420 Lexington Ave. 
¢ © © Detroit, General Motors Bidg. 


ofits 


FOUR MANUFACTURERS of widely diver- 


gent lines checked selling and order handlI- 


ing costs in large cities, pre-war. They also 


made the same kind of check on all accounts 


outside metropolitan areas. Results? 


Approximately a third of each manu- 


facturer’s sales volume came from the large 


cities. Two thirds from small cities and 


towns. Profits? The same story. One third 


of total net profit from the big places. Two 


thirds from the small. 


The heavy end of profit for each manu- 


facturer came as the result of dropping un- 


profitable accounts in the large cities and 


applying more sales effort against the Main 


Street market. 


With one magazine—PATHFINDER— you 


can put sound concentration on the influen- 


tial families in this rich and growing market. 


More than 800,000 subscribers and climb- 


ing fast. 


GRAHAM PATTERSON 
Publisher 


Advertising Age, July 22, 1946 


Anti-Prohibition 
League Launches 


U. S. ‘Crusade’ 


NEw YorkK—National Anti-Pro- 
hibition League, Inc., 250 W. 57th 
St., has been chartered in this 
state, as the result of 75,000 signa- 
tures from people throughout the 
country to petitions in a “Crusade 
Against Prohibition,” sponsored 
by Beverage Retailer Weekly, 
Manuel A. Harris told ADVERTISING 
AGE. 

Mr. Harris, legal editor of the 
weekly and former counsel to the 
New York State Liquor Authority, 
initiated the “crusade” in his col- 
umn on April 1. “The drys,” he 
wrote, “have succeeded in curtail- 
ing the supply of alcoholic bev- 
erages ... to all intents and pur- 
poses we are experiencing a par- 
tial prohibition.” He suggested 
that “‘petitions be circulated among 
taverns and package stores,”’ where 
each licensee could “tell his pa- 
trons about the situation and ask 
them to sign the petition.” 


To Start Fund Drive 


Soon afterward, petitions were 
printed and sent to retail licensees. 
The signers urged Congress to 
“fight and combat” the dry drive. 
They blamed prohibition for 
“crime, lawlessness and immoral- 
ity,’ urged continuance of the 
legal sale of alcoholic beverages 
under state control systems, and 
emphasized that “We don’t want 
to have to break the law in order 
to obtain a drink of liquor.” 

Although funds have not yet 
been requested, some petitioners 
sent money, Mr. Harris said. A 
fund drive probably will start soon 
in full-page ads, placed direct in 
New York City dailies. From here 
the program will extend to other 
cities. The league plans to start 
public relations and contact work, 
aimed primarily at local option 
elections, in the fall with an ini- 
tial annual budget of $250,000. 

Mr. Harris emphasized that the 
league will be independent. It is 
not connected with the recently 
formed Licensed Beverage Indus- 
tries, Inc. (AA, July 1), but is a 
“people’s movement” intended to 
function “as long as the drys op- 
erate.” 

“We shall take no position as to 
whether liquor is good or bad,” 
he told AA, “but we are con- 
cerned with the ‘crime of prohibi- 
tion,’ ’”’ which has been extended to 
954 of the nation’s 3,070 counties. 
“Our members will fight this trend 
as members of their communities.” 


Turner Joins Botwinik 


John J. Turner, formerly with 
the Savage Arms Corporation and 
Remington Arms Company, has 
been appointed sales manager of 
Botwinik Bros. of Massachusetts, 
Worcester. 


Show Returns in Fall 


Safeway Stores, Inc., Oakland, 
Cal., will resume sponsorship of 
“The Count of Monte Cristo,” for 
its Monte Cristo wine, beginning 
Sept. 3, on the Mutual-Don Lee 
network. 


Chicago Journal of Commerce 
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merce 


IS READY FOR PUBLICATION 


This is the survey that looks into the grocery baskets of Indianapolis housewives 


and tells what brands they like best, where they buy, and when. 


With other sections on soaps and cleansers, toiletries and cosmetics, electric ap- 


pliances, aute nobiles, tobaccos, alcoholic beverages and soft drinks. 


As the.first comprehensive study of the Indianapolis market area, its people and 


their buying habits, it sets an accurate course toward better sales. 


Copies may be had free of charge by manufacturer, agency and distributor ex- 


ecutives. dine 
THE INDIANAPOLIS STAR 


DAILY AND SUNDAY 


Affiliated With Radio Station WIRE Basic NBC @ 5,000 WATTS 


* 
Since 1936 The Star has been first in Ind. in Total Advertising Linage 
KELLY-SMITH COMPANY, National Representatives 


BETTER THAN 76% HOME DELIVERED 
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LaGuardia Names 
Radio Stand-Ins 


New YorK—F. H. LaGuardia, 
who says what he pleases over 
WJZ, New York, Sundays (spon- 
sored by the June Dairy) and over 
the ABC network Wednesdays 
(unsponsored), arranged for some 
other people to say that what they 
please in his place, then took off 
this week for an UNRRA confer- 
ence in Geneva, Switzerland. 

For the WJZ broadcasts during 
his five-week absence the UNRRA 
director-general turned over his 
microphone to five stand-ins: New 
York Borough Presidents James J. 
Lyons of the Bronx and Hugo E. 
Rogers of Manhattan; New York 
State Housing Commissioner Her- 


man T. Stichman; New York City 
Planning Commissioner Newbold 
Morris, and Ira A. Hirschmann, 
radio executive and longtime La- 
Guardia intimate. 

Mr. LaGuardia made a tran- 
scription before he left to intro- 
duce Paul Porter, OPA chief, as 
his substitute on ABC last Wednes- 
day. On July 24, the former New 
York mayor will be heard on the 
network on a pickup from Rome, 
on July 31 from Paris, and on 
August 7 and 14 from Geneva. 

A. W. Lewin Company, Newark, 
is June Dairy’s agency. 


Appoints Kelley 

Canada Health & Accident As- 
surance Corporation, Waterloo, 
Ont., has appointed Russell T. 
Kelley Ltd., Hamilton, Ont., to 
handle its advertising. 


Noma Appoints Wexler 


George Wexler, formerly presi- 
dent of Mica Lactric Corporation, 
has been appointed manager of 
the mica-capacitator division of 
Noma Electric Corporation, Hol- 
yoke, Mass. 


‘Newsweek’ Names Jones 


Newsweek, New York, has ap- 
pointed Duane Jones Company, 
New York, as its advertising coun- 
sel, effective Aug. 1. 


No G-E X-Ray Agency 
Through error, AA _ reported 
July 15 that Applegate Advertis- 
ing Agency, Muncie, Ind., had 
been appointed to handle adver- 
tising of General Electric X-Ray 
Corporation, Chicago. This is in- 
correct. G-E X-Ray advertising 
continues to be handled direct. 


Court Upholds 
N. H. Political 
Advertising Law 


PortTsMouTH, N. H.—Political 
advertising is no longer being ac- 
cepted by the Portsmouth Herald, 
J. D. Hartford, publisher and 
editor, has announced, following 
a decision by the New Hampshire 
Supreme Court upholding a state 
law providing that no paper or 
radio station shall charge special 
high rates for political advertising. 

The court’s decision was in a 
test case brought by the Chronicle 
& Gazette Publishing Company, 
publisher of the Herald. The com- 
pany has asked the court for a 
rehearing of the case, and Mr. 


| EUREKA 


HOSPITAL| 


oO. SOGLOW 


MAKE NURSING YOUR CAREER—THE NEED IS URGENT! 


NEW YORKER 


‘No. 25 WEST 43n0 STREET? 
NEW YORK, 18, N. Y. 


(The New Yorker offers reprints of this advertisement to anyone who wishes to have them) 


Advertising Age, July 22, 1946 


Hartford plans to carry the issue 
to the federal courts unless the 
state court reverses its 3-2 deci- 
sion. Political advertising will not 
be accepted until the case is de- 
cided. 

Counsel for the newspaper takes 
the position that the law, passed 
last year, abridges the freedom of 
the press in that regulation of ad- 
vertising rates has a specific effect 
on the ability of a newspaper to 
keep its independence. The com- 
pany also claimed the regulation 
is unfair in that it covers only 
radio stations and newspapers and 
excludes other advertising media. 

The court held that the legis- 
lature had the right to enact leg- 
islation as an election control law 
and to regulate the abuse of 
political advertising as a corrupt 
practice. The minority decision 
expressed belief that the real pur- 
pose of the law had been to “se- 
cure to candidates an economical 
means of advertising rather than 
to guard against the remote chance 
a candidate may ‘bribe’ a news- 
paper proprietor to reject all 
political advertising except his 
own.” 


New Price Rise: 
Patent Copy Now 


Costs Two-bits 


WASHINGTON—The staid old U. S. 
Patent Office has become the lat- 
est inflation victim, with the an- 
nouncement that “soft copies” of 
patents, which formerly sold for 
10 cents, will increase in price 
150% and henceforth sell for 25 
cents. 

The 10 cent sales were formerly 
a steady source of revenue, but re- 
cently Patent Office accounts have 
shown a deficit on this item. The 
reason is that the rapidly rising 
costs of printing, paper and en- 
graving rose above the selling 
price of the copies. 

Copies of design patents and 
trademarks will still be sold at the 
old 10 cent price. 


Radio Men Elect Knox 


James R. Knox, of Ruthrauff & 
Ryan, has been elected president 
of the Radio Executives Club of 
Toronto. Other officers elected 
are Spencer Caldwell, All-Canada 
Radio Facilities Ltd., vice-presi- 
dent; Sydney Lancaster, Radio 
Representatives Ltd., secretary, 
and Ted Rutter, Horace N. Stovin 
& Co., treasurer. 


Battey Joins Hendley 


Hoyt E. Battey has resigned as 
vice-president and sales manager 
of Parker Mfg. Company, Worces- 
ter, Mass., to become general man- 
ager of the Hendley Mfg. Com- 
pany, Valley Falls, R. I. 


3 FM Stations for Conn. 


The FCC has approved new FM 
stations for New Britain Broad- 
casting Company, New Britain, 
Conn.; Silver City Crystal Com- 
pany, Meriden, and American-Re- 
publican, Inc., Waterbury. 


ATTENTION: 


CREDIT MEN—DIRECT MAIL— 
MAIL ORDER HOUSES 


For the first time a complete 
Directory of Dane County, Wis., is 
available — 

1. Complete Rural Directory. 

2. Complete City & Village Di- 
rectory (without Madison). 

3. Includes full name—wife—Em- 
ployer — Address — Owner or 
Renter. 

4. 300 pages up-to-date factual in- 
formation. 

Ready for release Nov. Ist. 

Single copies $15.00: Additional 

copies $12.50 each. 

We are printing to order only and 

will ship C. O. D. 


GLOBE DIRECTORY COMPANY 


119 Monona Ave., Madison 3, Wis. 
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DD up all you know about Seattle—the 18 counties 
A in the Seattle ««Market Box’’— their 1,400,000 
inhabitants—the 75% of all the state’s people, sales 
and income which the Market Box represents — the 
forest, farms and fishing industry — the great hydro- 
electric dams, shipyards, airplane plants and alumi- 
num industry —the import and export 
trade — add these all up and you still 
haven’t got the pace of things in 
Western Washington. 


CALL THE 


Western Washington, perhaps more 
than any other area in the United 
States, is timed with the future. Here 
is the last frontier of America — the 
gateway to Alaska and the Far East by 
air and by sea — a fit subject for para- 
phrasing a famous expression, “Go 
Northwest, young man!”’ 


The young men of the Hearst Advertising Service 
came to the Northwest a long time ago. They have 
been here long enough to know Seattle and Western 
Washington marketwise as only newspapermen can 
know the place they live and work in. 


Daily these ‘reporters with a nose for sales’ rub 
elbows, exchange opinions and give 


H-A-S MAN sand take sales facts with sales and 


Just drop usa ne advertising executives in a score of 


Saying, ‘I’m inter- 
ested in your market 
information on (name 


your type of product).”’ 


different lines. And what they have 
evolved, a gold mine of information 
on the Seattle situation, is yours for 
the asking. 


Not only in Seattle, but in nine other 
key cities of America this is available 
to sales and advertising executives. 
Why not call the H-A-S man now? 


HEARST ADVERTISING SERVICE 


HERBERT W. BEYEA, Manager 
959—8th Ave., New York 19, N. Y.—Offices in principal cities 


Representing: 


New York Journal-American + Pittsburgh Sun-Telegraph - 
Baltimore News-Post-American +* Boston Record-American-Advertiser ° 


Chicago Herald-American 


Detroit Times + Albany Times-Union 


San Francisco Examiner + Los Angeles Examiner + Seattle’Post-Intelligencer 
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Hooper Annexes 


19 ‘Exclusive’ 
CAB Members 


New YorK—Thirteen advertis- 


ers and 16 agencies, all formerly | 


exclusive subscribers to Coopera- 
tive Analysis of Broadcasting’s 
radio audience measurement serv- 
ice, have signed up for Hooperat- 
ings since C. E. Hooper, Inc., 
closed its deal a month ago with 
CAB (AA, June 24). 

CAB, under agreement 


AIRCRAFT LETTERING 


an- 


* All Airports* 


ij 
FAYRO COMPANY 
403 West 49th St., New ‘York 19, N. Y. 


,nounced at that time, will sus- 
| pend its measurement reports July 
(31 and “concentrate on research 
|to develop the ideal program 
/audience measurements needed 
| and wanted by all parties.” Hooper 
offered to provide ratings to 
|CABers at virtually no extra cost 
| until next May 31. 


| List of Users Are 


Advertisers annexed by Hooper 
as a result are: Bristol-Myers; 
duPont; Electric Auto-Lite; Kroger 
Company; M&M Limited; Macfad- 
den Publications; Maryland 
Pharmaceutical; Nash-Kelvinator; 
Procter & Gamble; Rubsam & 
Horrman Brewing; Sterling Drug; 
Texas Company and U. S. Rubber. 

Agencies added: Campbell- 
Ewald; Doherty, Clifford & Shen- 
field; Donahue & Coe; Grey Ad- 
vertising; H. W. Kastor & Sons; 
Kiesewetter, Wetterau & Baker; 
| Lang. Fisher & Stashower; La- 
|Roche & Ellis; Norman A. Mack 
& Co.; Marschalk & Pratt; J. M. 
Mathes; Needham & Grohmann; 


Paris & Peart; Stockton, West, 
Burkhart; Charles M. Storm Com- 
pany and Wallace-Ferry-Hanly. 

The list totals 29, slightly less 
than one-third of the 93 CAB 
members who depended exclu- 
sively on CAB reports. Sixty- 
six of CAB’s 168 members already 
subscribed to Hooper. 


Criterion Signs Harmon 


Criterion Radio Features, Chi- 
cago, has signed Tom Harmon to 
do a fall: football forecast series. 
The program, titled “Here Comes 
Harmon,” will be produced and 
transcribed by Criterion as a quar- 
ter hour open-end feature show 
to be presented once weekly 
(Thursday or Friday nights.) The 
series will run for a 13 week pe- 
riod and will be available for 
spot program sponsorship. 


CBS Moves Larimer 


L. D. Larimer has been trans- 
ferred from the sales staff of CBS- 
owned KNX, Hollywood, to take 
charge of radio sales, the spot 
broadcasting division of CBS, in 
the Los Angeles office. 


Dancing ‘Corkers’ Plug 


Italian Swiss Colony 

Miniature dancing characters— 
“Colony Corkers” made of Italian 
Swiss Colony corks—will be fea- 
tured in a color-page campaign in 
nine national magazines, just 
launched by Italian Swiss Colony 
wines of Gambarelli & Davitto, 
New York, subsidiary of National 
Distillers Products Corporation. 
The drive will “reach a climax of 
intensity” at the Christmas season. 

Magazines scheduled include 
American Magazine, Collier’s, 
Gourmet, Liberty, Life, Newsweek, 
Redbook, The New Yorker and 
Time. Leon Livingston Advertis- 
ing Agency, New York, is direct- 
ing the campaign. 


KVI to Join Don Lee 


Station KVI, operating on 570 
kilocycles with a 5,000 watt trans- 
mitter, will join the Mutual-Don 
Lee network on Aug. 1 as the 
Seattle-Tacoma outlet. The new 
affiliation replaces Station KOL, 
Seattle, and Station KMO, Tacoma. 
Pacific National Advertising 
Agency, Seattle, has been ap- 
pointed to handle the account. 


N. W. AYER 


& SON, INC. 


Philadelphia New York Chicago Detroit 
San Francisco Hollywood Boston Honolulu London 


e Step gently and straight up into space. 
500 feet to patrol timber. Hover at 18 to 


spray potato leaves. 


e With new dimensions of controllable 
flight foreseen, a Bell Helicopter was 
granted the first commercial license under 
CAA. Soon versatile Bell Helicopters will 
fly many industrial, agricultural, and gov- 
ernmental jobs—impractical before. 


e Bell Aircraft Corporation is a strong, 
expanding business with faith in the prac- 
tical future of helicopters. We wish our 


new client high success. 


ADMEN AT SPOKANE—At top: Har- 


wood Hoyt "Tiny Fawcett, right, 
Transit Advertising, San Diego, senior 
vice-president, Advertising Association 
of the West, talks to another conven- 
tioneer at the group's recent conven- 


tion. Center: Helen O'Neil, Fielder, 
Sorensen & Davis, Oakland, vice-presi- 
dent at large; Vernon Churchill, assist- 
ant to the publisher, Oregon Journal, 
Portland, new president of the associa- 
tion, and Charles A. Storke, assistant 
publisher, Santa Barbara News-Press, re- 
tiring president of the former Pacific 
Advertising Association. Bottom: Judges 
for the Max Schmidt Memorial award 
for outdoor advertising are Art Strader, 
Sacramento commercial artist; T. H. 
Axelsen, R. T. Ayres agency, Salt Lake 
City; Edward Mills, Van de Kamp's 
bakeries, and Leith Abbott, KALE, 
Portland. 


Lowell Thomas 
May Goto CBS 


NEw YorK—Lowell Thomas, 
NBC’s top newscaster since 1930, 
last week was reported on good 
authority, but without official con- 
firmation, as being on the verge of 
leaving the network to join CBS. 

While no explanation of his 
move has been reported, presum- 
ably Mr. Thomas, currently heard 
on only 31 NBC stations in his 
15-minute, five-times-weekly news 
commentary for the Sun Oil Com- 
pany, would get a heavy buildup 
and wider coverage from CBS. 

His contract with the oil com- 
pany, however, has a year to go. 
The agency holding the account is 
Roche, Williams & Cleary, Phila- 
delphia. 

CBS now has Bob Trout in the 
time spot opposite Lowell Thomas. 


Studies Jute Market 


The New York office of J. Wal- 
ter Thompson Company is con- 
ducting an intensive research on 
the manufactured jute market in 
America, which is aimed at gath- 
ering information that will be of 
value to the jute manufacturing 
industry in India. The study is 
being made for the agency’s Cal- 
cutta office on behalf of the Indian 
Jute Growers Association. 


Duchaine Promotes Two 


Lucien Bedard, in the sales de- 
partment of lLudger Duchaine, 
shoe manufacturer, Quebec, has 
been appointed advertising man- 
ager. Arthur Gohier, formerly 
sales manager of Corbeil Ltd., has 
been named sales manager. 


e* THERE'S PLENTY OF 
BUSINESS IN 
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Fishbein Declares 
Duties Unaltered; 
to Expand ‘Hygeia’ 


Cuicaco—Despite current plans 
of the American Medical Asso- 
ciation to form a public relations 
organization as a result of pres- 
sure by doctors who do not re- 
gard Dr. Morris Fishbein as a 
spokesman for the medical pro- 
fession, Dr. Fishbein informed AA 
that “my functions are not 
changed.” 

He pointed out that he will 
continue to edit all association 
magazines, including the Journal 
of the American Medical Associa- 
tion, Hygeia and ten others pub- 
lished by the AMA. 

The new public relations coun- 
selor will be termed “executive 
assistant” and, Dr. Fishbein said, 
his facilities will be used by 
various officials of the associa- 
tion, including Dr. Fishbein. 

In celebration of the associa- 
tion’s 100th anniversary, nation- 
wide broadcasts describing the ac- 
complishments of the AMA are 
planned in the near future. Cir- 
culation of Hygeia is to be con- 
siderably expanded, Dr. Fishbein 
declared, and new features may 
be added to the magazine. 

The association also will estab- 
lish a “bureau of economics” to 
make studies of medical services, 
medical costs and allied questions 
affecting the public. 


Hungerford Firms Merged 


Hungerford Research Corpora- 
tion, Murray Hill, N. J., has been 
merged with Hungerford Plastics 
Corporation, Murray Hill. Contin- 
uing under the Hungerford Plas- 
tics name, expanded operations 
will include product research and 
development, mold design and 


Fawcett Calls New Slick 
‘True Police Cases’ 


Fawcett Publications’ new slick 
detective magazine, to go on sale 
Aug. 23, will be entitled True 
Police Cases. Editorial director is 
Ralph Daigh, and Horace B. Brown 
is editor. The magazine will pub- 
lish true stories of police detective 
work. 

Members of the _ publication’s 
editorial board include Lewis J. 
Valentine, former police commis- 
sioner of New York; Lewis E. 
Lawes, former warden of Sing 
Sing prison, and Ray Schindler, 
private detective. 


Radio Men to Meet 


The Western Association of 
Broadcasters will hold its annual 
meeting in Harrison Hot Springs, 
B. C., Aug. 5 and 6. 


Schnadig, Group 
Buy Chicago’s 
Boston Store 


CHIcAGO—A syndicate headed by 
Edgar L. Schnadig, chairman of 
the board of Aldens, Inc., has 
bought Chicago’s historic Boston 
Store and leasehold property for 
$14,000,000. Mr. Schnadig will 
continue as chairman of Aldens, 
but the mail order house will have 
no financial or other business con- 
nection with the 17-story State 
St.. department store. 

Originally founded in the 1860s 
and later owned by Charles Net- 
cher, the Boston Store at one time 
had peak sales of $32,000,000 but 
lost ground thereafter as it ad- 


Sesto he! cee 


hered to an all-cash policy in the 
face of increasing credit competi- 
tion. Sales have increased since 
1939 and now are at a $16,000,000 
annual volume. 

The purchase included $6,500,- 
000 for the building and lease- 
holds; $2,500,000 for merchandise 
and fixtures, and $5,000,000 for 
property underlying a Woolworth 
store adjacent to the Boston Store. 

Frank Kohn, formerly with 
Sears, Roebuck & Co., Goldblatt 
Bros. and Aldens, will be execu- 
tive vice-president and treasurer. 


Names Houston Agency 


Southern Pacific Lines, Houston, 
has named Wilhelm - Laughlin- 
Wilson & Associates, Houston, to 
handle its Texas and Louisiana di- 
vision advertising. 


Appoints Duysters 

Ralph F. Duysters, New York, 
has been appointed advertising 
representative of Air Review Pub- 
lishing Corporation, Dallas. He 
will cover New York, New Jersey, 
the New England states, Maryland, 
Delaware and Pennsylvania. 


Moseley Goes to Coast 


Leslie G. Moseley, vice-presi- 
dent, has been transferred from 
the Chicago office of Foote, Cone 
& Belding to the agency’s San 
Francisco office, where he will 
serve as account executive. 


Philp Joins Jarvis 

Formerly with Young & Rubi- 
cam, Toronto, Don Philp has 
joined Albert Jarvis, Toronto 
agency, as account executive. . 


manufacture, material compound- 
ing, and contract molding. | 
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You should be looking for 
future PROFIT MARKETS 


now! 


There are 25 PROFIT 
MARKETS in Indiana that 


you can and should begin 


cultivating now. 


They are the important 
Indiana markets outside: 


of the metropolitan cities. 


How can they be culti| 
vated? By your advertis- 
ing in the columns of ead 
newspapers comprising 


the 


INDIANA LEAGUE 
of 


HOME DAILIES 


For information phone or write 


SCHEERER & CO. 


“thw York 17; 
Lexington Ave. 


* *'; 
35 E. Wacker Dr. - 


Member of the American Association 
of Newspaper Representatives 


CONTACT = 


with the men who can say ““Yes”’ or “*No”’ 


---in RETAILING—the ONLY 


home furnishings NEWSpaper 


104 times a year—twice weekly—RETAILING goes to more furni- 
ture, home furnishings and department store executives than you can reach 
with any other home furnishings trade paper. 
It not only goes to them — it’s read by them — regularly, eagerly, usually 
immediately—for RETAILING is the industry's only source for complete authori- 
tative news. In fact, retailers must read it, to keep in constant contact with 
the news that guides their daily decisions. 
That’s why advertisers, for eight years, have invested more money in 
RETAILING than in the next eight home furnishings trade papers combined. 
That's why 751 advertisers spend up to.$45,000 for a single year’s advertising 
in RETAILING—why 373 of them use RETAILING EXCLUSIVELY in this field— 
why many of them now advertise in every one of RETAILING’s 104 issues. 


It’s the only trade paper you can use for constant twice-weekly contact with 
both the furniture and department stores that you want to impress. 


No. 1 in CIRCULATION 


Latest ABC figures (Dec. 31) show 19,027 
subscribers—the largest ABC net paid cir- 
culation among all home furnishings trade 
papers. Current circulation is over 22,000. 


ONE OF THE FAIRCHILD FAMILY of 
publications that includes Women’s 
Wear Daily, Daily News Record, 
Men's Wear, Footwear News, Fair- 
child International and Fairchild 
Blue Book Directories. 


CWOnOoUwA WH 


THE TWICE WEEKLY 
NEWSPAPER COVERING: 


. Furniture and Bedding 

. Curtains and Draperies 
. Decorative Accessories 
. Floor Coverings 

. China and Glassware 

. Lamps and Lighting 

. Housewares 

. Major Appliances 

. Radio and Television 


EVERY MONDAY AND THURSDAY 


The ONLY home furneshings )NEWSpaper 


FAIRCHILD BUILDING, 8 E. 13TH ST, NEW YORK CITY, 3 
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Texas Network 
Stations Defend 
Ban on Politicos 


DALLas—Testimony taken dur- 


ing a two-day hearing last week 


will be presented to the Federal 
Communications Commission in 
Washington for a ruling on the 
Texas Quality Network’s policies 
in limiting the sale of radio time 
for political broadcasts. 

The hearing, conducted here by 
Examiner James D. Cunningham, 
was precipitated by Dr. Homer P. 
Rainey, ousted University of Texas 
president and a leading contender 
for the Democratic gubernatorial 
nomination (AA, June 17). He 
charged that the network’s four 
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BUFFALO BROADCASTING 
comMPORATION 


RAND BUILDING, BUFFALO, N. Y. 
National Representatives: Free & Peters, inc. 


| 
| 


stations—three of them owned by 
newspapers—had by their agree- 
ment to restrict air time for 
political eandidates violated state 
and federal anti-trust laws and 
the monopoly provisions of the 
Texas statutes. He also asserted 
that the stations, in failing to file 
their agreement with FCC, had 
violated the Federal Communica- 
tions Act and subsequent FCC 
regulations. 


Segal Protests 


Dr. Rainey maintained that the 
network’s policy was a “specific 
case of the baneful effects result- 
ing from dual ownership” of radio 
stations and newspapers. 

Paul Segal, counsel for WBAP, 
Fort Worth Star-Telegram station, 
protested vigorously against the 
hearing. He said responses to 
Rainey’s complaint filed by WBAP 
and the other stations made a 
hearing superfluous. FCC inquiry 
into newspaper editorial policies, 
he warned, was: a ‘dangerous 
course,” exposing the commission 
to charges of tampering with free- 
dom of the press. 


Other candidates opposing Dr. 
Rainey testified they regarded the 
TQN agreement on political broad- 
casts as fair, and station spokes- 
men denied the agreement was 
aimed at Dr. Rainey. 


Ad Bureau Adds 11 


The Bureau of Advertising, 
American Newspaper Publishers 
Association, New York, has added 
the following to its membership: 


Times, Gadsden, Ala.; Record- 
Searchlight, Redding, Cal.; News, 
Miami, Fla.; News, Greenville, 


Mich.; Star, Meridian, Miss.; Capi- 
tal News and Post-Tribune, Jef- 
ferson City, Mo.; Courier-Post, 
Camden, N. J.; Record, Philadel- 
phia; Times, Sayre, Pa.; Star, 
Elizabethton, Tenn., and Northern 
News, Kirkland Lake, Ont. This 
brings the total membership to 
1,050 U. S. and Canadian dailies. 


Schick Names Two 


Alden Horton has been named 
general manager of Schick Serv- 
ice, Stamford, Conn., succeeding 
L. H. Simmonds, who has been 
appointed vice-president in charge 
of sales and advertising. 


$25,000 Campaign 
Hikes ‘Hucksters’ 
Volume to 750,000 


NEw YorK—With $25,000 spent 
already by Rinehart & Co. on ad- 
vertising in daily newspapers 
across the country, business pa- 
pers, magazines and spot radio 
announcements, “The Hucksters,” 
much-touted advertising and radio 
novel by Frederic Wakeman, has 
reached 750,000 copies in print 
and is listed first on at least three 
current best-seller lists. 

Advertising for the book (AA, 
May 27) started late in February. 
Besides paid space, much of it full- 
page copy, promotion so far con- 
sists of 50,000 postcards, 1,000 
posters and a broadside of re- 
views sent out to booksellers. The 
Book of the Month Club, New 
York, which listed the novel as its 
selection for June, has sold 500,- 
| 000 copies to date. 

Further advertising, 
| definitely scheduled, 


not yet 
is planned. 
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No dollar-sales figures are avail’ 
able as yet. Agency is Franklin 
Spier, New York. 


‘“HUCKSTERS’ GETS 
DOUBLE HASHING 

NEw YorK—Twice last week 
Frederic Wakeman, author of “The 
Hucksters,” controversial novel 
about the advertising business, 
faced a hashing-over of his book 
before radio microphones. 

With Mr. Wakeman between 
them, Harrison Smith, publisher 
of the Saturday Review of Lit- 
erature, defended “The Hucksters”’ 
and Bessie Beatty of Station WOR 


attacked it on Mutual’s “Author 
Meets Critics” program. 
Following night the author 


again was in the middle, this 
time between Carlos Franco of 
Young & Rubicam’s radio staff 
(prosecuting), and Russell Ma- 
loney, former New Yorker writer 
(defending), on a program by the 
same title over WQXR, New York. 


LePage Studio Moves 
LePage Advertising Studio has 
moved to 1045 Main St., Hartford. 


tis 


Streamlined and idea-planned to get action. . 
2,000,000 women subscribers and their menfolk in a mood that gets results. 
They deluge Household with letters—deluge dealers with orders. 
Household’s thoroughly balanced editorial material and 150 workable ideas 
per issue make it tops for reader action in America’s small city and town 
market. A market that supports 55% of all U. S. retailers. 


ters and requests last year . 


IDEA-PLANNED TO GET ACTION | 


. that’s Household. It puts 


Yes, 


Thanks to its idea-planned contents, Household received 550,000 reader let- 
.. and one Household advertiser got $9,000 in 
cash orders from a 56-line advertisement! 


No wonder more and more alert advertisers are selling the small city and 
town market with Household. 


HOUSEHOLD a ascazmne oF action 
fe ao! van canes eres aun towne 


CAPPER 


PUBLI 


CATIONS, INC 
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SELLERS IN MEMPHIS? 


IS THERE A 


MARKET 


IN MEMPHIS FOR A NEW BRAND OF COFFEE? 
HOW DOES MY PRODUCT RANK IN SALES WITH 
OTHER BRANDS? HOW DO DEPARTMENT STORES 


AND SPECIALTY SHOPS_COMPARE IN THE SALE 
OF WOMENS DREG 


uw oth! 


A limited number of copies of the 
Memphis Consumer Panel Study, 
covering the last 6 months of 1945 
are now available. If you'd like to 
have a copy, write: Research 
Department. 


THE COMMERCIAL 
APPEAL = 
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TYPICAL HOUSEWIFE BUY; WHERE 


DOES SHE BUY THEM? WHICH BRANDS OF COLD 
CEREALS ARE TOP SELLERS? HOW DO MEMPHIS 


CORPORATE AND VOLUNTARY GROCERY CHAINS 


BUFFALO BROADCASTING 
CORPORATION 
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Respect for Our Business ' 


In the Voice of the Advertiser 
department in this issue there are 
two interesting letters dealing 
with an editorial which appeared 
here June 17. 

One is from Senator Robert A. 
Taft, whose phrase, “Mr. Bowles 
is an advertising man and is not 
concerned with facts,” was one 
of the reasons for the original 
editorial. Senator Taft insists 
that this statement was not an 
indictment of the advertising busi- 
ness, even though “it is a proper 
function of advertising to present 
a somewhat one-sided view of the 
merits of the product.” 

The other is from Charles L. 
Whittier, vice-president and chair- 
man of the plans board of Young 
& Rubicam, who calls the editorial 
a “well thought out warning to 
all members of the advertising 
business.”’ 

Advertising men generally, we 
think, have been marked by an 
outstanding ability to look at their 
business objectively, and _ the 
pages of the advertising press 
bear eloquent testimony to the 
fact that advertising has never 
been a sacred cow to its practi- 
tioners. Advertising practices and 
methods and philosophies have 
been kicked around with brutal 
frankness. In a field where sur- 
face cynicism is rampant, there 


has been a tremendous amount 
of deep-seated idealism which has 
balked at some of the methods of 
expediency and has raised, again 
and again, the question whether 
the end justifies the means. 

We hope it will always be so. 
We want no part of a sacred busi- 
ness in which smugness is at once 
the motto and the basic philoso- 
phy. 

But if we want no part of a 
pollyanna business in which 
everything is perfect and all criti- 
cism is “subversive,” neither do 
we want any part of a business 
in which deep cynicism is the in- 
ward philosophy of all, and every 
practitioner lives only for the day 
when he can write a scintillating 
book tearing his business to shreds. 

We believe that in spite of its 
shortcomings and its failings, ad- 
vertising has a useful economic 
place and that its practitioners 
serve a useful role in_ society. 
Therefore it behooves us all, in- 
dividually, to make it clear to 
everyone that we will not toler- 
ate unwarranted attacks on the 
validity of our calling, any more 
than we will close our eyes to 
the evils that may exist in its use. 

After all, if advertising is com- 
pletely anti-social, soulless and 
corrupt, what are all of us doing 
in the business? 


A Rich Man’s Medium? 


In “The Concentration of Eco- 
nomic Power,” reviewed in these 
pages last week, David Lynch as- 
serts that “advertising constitutes 
a barrier to free entry into the 
market and thereby lays the basis 
for monopoly.” 

“ . . the producer of a new 
product must run an expensive 
gauntlet before he can penetrate 
the market and reach the con- 
sumer,” says the author. “Oftimes 
more important than the merits 
of his product and more expensive 
than his plant and equipment is 
the program of advertising which 
the producer must undertake. . . 
This barrier, though not insur- 
mountable, is very substantial and 
frequently limits the field to the 
few who are able to finance such 
a program.” 

As an example, he cites the 
Lever Brothers introductory cam- 
paign for Swan, which he says in- 
volved.more than $1,000,000. 

This is the sort of typical twist- 
ing of the facts which too many 
people, in and out of advertising, 
have seemed too willing to accept 
at face value. The cost of the in- 
troductory campaign for Swan, 


whatever it may have been, has 
nothing to do with any discussion 
of advertising as a monopoly. It 
merely demonstrates that if you 
want to crack a large market, it 
is likely to take large resources to 
do it. 

Why this state of affairs should 
be startling is beyond our com- 
prehension. If a farmer wants 
to plant his kitchen garden, he 
can do the work himself, with a 
$3 spade; but if he wants to plant 
a thousand acres, he is likely to 
require a considerable investment 
in machinery and labor. Does this 
prove that either farming or the 
manufacture of farm implements 
constitutes a barrier to free entry 
[into the agricultural market? 

Actually, the archives are full 
of examples of the use of adver- 
tising, by small fry, as an effective 
tool against monopoly. You can’t 
crack a national market without 
substantial investment in a lot of 
things, but there is nothing to 
prevent the enterpriser from cut- 
ting himself in on a small seg- 
ment of that market with a mod- 
est investment in plant, equipment 
and advertising. 


“Hey, night clerk! Have you got anything for a seasick space salesman?" 


Compleat Angler 

Over on the New York World- 
Telegram is a sort of rod-and- 
gun editor named Ray Trullinger, 
whose particular part of the sports 
page is devoted to hunting and 
fishing. Last week Mr. Trullinger 
was all lathered up, and under- 
standably, over some advertising 
photos which had drifted into his 
bailiwick. It seems that the of- 
fending agencies had snapped some 
girls in sports ensembles, doing 
a little mild fishing. Snapped Mr. 
Trullinger: 

“This cutie is sporting a short- 
sleeved pullover, wide-bottomed 
knee-length shorts, low shoes and 
a pretty smile. Whoever dreamed 
up that dizzy piscatorial playsuit 
probably never considered what 
blackberry, wild raspberry or 
poison ivy vines do to unprotected, 
exposed human skin. What black 
flies, copperhead flies, deer flies, 
no-see-ums and mosquitoes would 
do to a doll who ventured 10 feet 
beyond a screened cabin porch in 
such a silly getup we’ll leave to 
the . imagination of any June 
trouter.” 

The next photograph showed 
two gals, posing beside a peace- 
ful pond, which Mr. Trullinger 
snidely suggests could well be 
Central Park lake. After noting 
that one gal has a silly creel, and 
another is using a surf rod, the 
“final fey touch is a bobber, rigged 
to the gal’s fishline. But not, of 
course, in the conventional way. 
This bobber is upside down. It 
takes nothing less than genius to 
get everything wrong.” 


No HCL 

You hear more and more about 
Old Debbil HCL, these days, 
which survivors of the ’20s will 
recognize as the High Cost of 
Living. It is with a certain amount 
of macabre pleasure that we re- 
port that dying is still compara- 
tively inexpensive. Caskets and 
“minimum funerals” still hover at 
about the same price level they 
occupied in 1941. 


Gratitude 

It isn’t really fair to say that 
clients are never grateful to 
agencies. Ray O. Mithun, presi- 
dent of Campbell-Mithun, was in 
Madison, Wis., communing with 
a client, Red Dot Foods. Agency- 
man Mithun had to make a busi- 


—— 


ness meeting in Chicago, was 
without means of quick transpor- 
tation. So Fred Meyer, air- 
minded president of Red Dot, 
loaded Mr. Mithun into a Red Dot 
plane, and personally piloted him 
to Chicago in time to make the 
session. 


Crystal Ball Dept. 


When William C., Durant again 
ran into financial difficulties with 
his General Motors Corporation, 
in 1920, the du Pont group, who 
had an interest in the corpora- 
tion, hired engineers to study its 
possibilities—if any, M. E. Coyle, 
recently named executive vice- 
president of GM, told the News- 
paper Advertising Executives As- 
sociation in New York. Among 
other things, the engineers recom- 
mended that the Chevrolet divi- 
sion “be sold or liquidated be- 
cause it has absolutely no future 
at. ail,” 


KOY’s ‘Blue Book’ 

KOY, Phoenix, has its own 
“blue book,’ even though the 
cover is yellow. It’s a book that 
presents the station’s 1945 public 
service programming in complete 
detail, and it’s one of the most 
effective answers to the FCC’s 
“blue book” complaint against 
radio stations which we've seen. 
It was prepared before the FCC 


sounded off on the public service’ 


program angle, incidentally. 


Jottings 

Lumite division of Chicopee 
Mfg. Company has a natty folder 
out for its insect screens, with an 
insert of actual Lumite screens. 
We said natty, not gnatty... 

The Bowery Chamber of Com- 
merce held: its first meeting re- 
cently, and what used to be the 
Saragossa Sea of human derelicts 
may shortly become a center of 
art and culture. We note with 
some dismay, however, that the 
C-o-C met in Diamond Dan 
O’Rorke’s bar, and that one of the 
committee is “Box Car Betty” 
Link, a former hula dancer... 

From Fawcett Publications 
comes a slick promotion piece 
about the three blind men and the 
elephant, developing the idea that 
True Confessions is all things to 
all men, depending on the market 
you’re looking for. . . 


The following documents may 
be secured without charge from 
companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11, Ill. 


No, 2668. Food Store Sales—1945. 


This food facts and map folder, 
issued by Progressive Grocer, of- 
fers information on food and gro- 
cery store sales for 1945, based 
on the publication’s annual sur- 
vey of more than 6,000 independ- 
ents and several hundred whole- 
salers throughout the country. A 
distort map, covering the inside 
fold of the sheet, shows sales vol- 
ume, Progressive Grocer circula- 
tion and advertising cost—one 
page rate. 


No. 2669. Sales of Liquor and 
Wine in Pennsylvania. 


The Pittsburgh Post-Gazette has 
issued this booklet, which shows 
dollar volume of case sales, by 
types, in Pennsylvania in 1945; 
sales of 20 leading vendors, with 
comparative figures for 1944; a 
comparative picture of sales in 
the western and eastern parts of 
the state, and newspaper cover- 
age of cities and towns having 
specific sales volumes. 

No. 2670. What Transportation 
Men Want to Know About 
Equipment and Supplies. 

Transportation Supply News has 
issued this bulletin, first of a se- 
ries designed to keep manufac- 
turers and ad agencies posted on 
what transportation men want to 
know about equipment and sup- 
plies. It contains quotes from 
executives in railroads, airlines, 
motor truck and bus lines and 
others, made in personal inter- 
views by a research organization. 


No. 2636. America’s Biggest Mar- 
ket. 


Parents’ Magazine shows, in this 
market study, how the country’s 
total population breaks down into 
five basic markets: Men living 
alone; women living alone; adults 
only where the family head is 
under 45; adults only where the 
family head is over 45, and fami- 
lies with children. It’s the fifth 
group that totals up the biggest, 
the pages of tables show, and 
Parents’ describes in detail its 
position in the market. 


No. 2634. Five Years with the 
Fawcett Beauty Reader Forum. 
This booklet, issued by Fawcett 
Publications, contains a summary 
of the Fawcett Beauty Reader 
Forum reports, which have been 
issued during the past five years. 
It gives a picture of the trend in 
beauty habits—kind of products 
used and place of purchase—of 
readers of True Confessions, Mo- 
tion Picture and Movie Story. 


No. 2658. Let’s Look at Inquiries. 

Power has issued this study, 
made by the McGraw-Hill pub- 
lication’s research department, on 
the subject of inquiries resulting 
from editorial mention, and how 
they can be appraised for source, 
quality and productivity. 


No. 2664. The Next Move. 


This brochure, issued by the 
Corpus Christi Caller-Times, pre- 
sents a pictorial report on Corpus 
Christi and its trade area, and 
plans and prospects for its future. 
In a section titled “A Newspaper 
Moves,” the brochure describes 
the Caller-Times’ mechanism, civic 
activities, etc. 
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Court Denies 
Reynolds Motion 
in Ball Pen Case 


WILMINGTON—The federal court 
here has denied a motion by Rey- 
nolds International Pen Company, 
Chicago, to dismiss a counterclaim 
by Eversharp, Inc., and Eberhard 
Faber Corporation, that Reynolds 
“misappropriated” a market for 
ball point pens expanded by Ever- 
sharp and Eberhard Faber pub- 
licity campaigns in 1945. 

Judge Paul Leahy ruled here 
last week that further testimony 
must be introduced, concerning the 
original Reynolds charge that the 
other two companies violated the 
anti-trust laws by preventing dis- 
tribution of the Reynolds pen, as 
well as concerning the $1,000,000 
counterclaim, before final deter- 
mination can be made in the case. 
Reynolds originally asked for $1,- 
000,000 damages, and Judge Leahy 
ruled that “after all proofs are in, 


 TRYTHIS) 

EASYNEWWAY 
TO “SET” YOUR OWN 

TYPE HEADINGS 


ee 
| REPRODUCTION ; 


Each transparent plastic sheet of presto- 
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tek 


it will then be necessary to decide 
who is entitled to the million dol- 
lars.” 


To Decide Reynolds Claim 

The court ruled, further, that it 
will first be necessary to deter- 
mine: whether Reynolds’ allega- 
tions are justified in fact. There- 
after, unless such determination 
makes the counterclaim unsup- 
portable, Eversharp and Eberhard 
Faber will get a chance to show 
proof in support of their counter- 
claim. 

“Opinions show a contrariety of 
view as to what, in unfair compe- 
tition cases, are ‘the rules of the 
game,’ or what constitutes ‘ethics’ 
and ‘business morality’,” Judge 
Leahy held. “These are important 
questions affecting commerce be- 
tween merchants and merchants 


Such 
questions obviously may not be 


vis-a-vis public purchasers. 
resolved until full proofs are 
brought forward.” 

The suit was instituted in Oc- 
tober, 1945, and last November the 
Wilmington court ruled against a 
Reynolds motion for a temporary 
injunction restraining the two de- 
fendants from forcing dealers not 
to sell Reynolds pens (AA, Nov, 
26, °45). The trial is expected to 
be held next fall. 


Maps Magazine Drive 
Jacoby-Bender, Inc., New York, 
manufacturer of J-B watch attach- 
ments, will promote its postwar 
line in black and white half pages 
this fall in Collier’s, Cosmopolitan, 
Esquire, Look and The Saturday 
Evening Post. A. W. Lewin Com- 
pany, New York, is the agency. 


Plans Introduction 
of Waterproof Hats 


Young’s Hats, which maintains 
26 retail outlets in greater New 
York, will introduce a rain-resist- 
ant casual hat in a newspaper, 
magazine and radio campaign be- 
ing prepared by Hirshon-Garfield, 
New York. The hats, to be avail- 
able in 10 “brilliant” colors, are 
made possible through Young’s 
acquisition of exclusive rights to 
Everfast fabrics. 


Moore Names Executives 


Moore Corporation, Joliet, IIl., 
recently purchased by the Conlon 
Corporation, Chicago, has ap- 
pointed Harry T. Worthington, for- 
merly general manager of Beards- 
ley & Piper Company, Chicago, as 
vice-president and general man- 
ager. John M. Foxx, previously 
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vice-president and director of 
manufacturing and sales of Amer- 
ican Gas Machine Company, Al- 
bert Lea, Minn., has been named 
vice-president in charge of sales. 
Bernard J. Hank, head of Conlon, 
will also be president of Moore 
and continues as its chairman and 
treasurer. 


Finkle Agency Moves 


The Los Angeles office of Les F. 
Finkle Associates has been moved 
to larger quarters at 408 S. Spring 
St. Wm. G. Rosenberg has joined 
the agency as account executive 
and radio director. 


Appoints J. M. Korn 


Chase’em Company, Philadel- 
phia, has appointed J. M. Korn 
& Co., Philadelphia, to handle 
Chase’em DDT insecticide. 


We got the 
+50 000,000°° 


ES, PAY CHECKS of Federal workers in 


the District of Columbia alone were in- 
creased fifty million dollars a year, on July 
1, 1946. As a result of the Federal Pay Act 
of 1946, the classified* Government portion 
of D. C. payrolls will be $450,000,000.00 for 
the next fiscal year, according to estimates of 
the Civil Service Commission. And it is good 
to remember that this husky jump in buying 
income came about—as most of them do in 
Washington — entirely unaccompanied by 
local industrial strife. No strike, no lay-off, 
no missed payday marred the Washington 


business scene while the raise was 


ated.” 


“negoti- 


Which points up—quite impressively, we 


think—another 


reason why Washington is 


*Employees classified under Civil Service. Does not include non- 
classified or per diem workers or military personnel, 


IN WASHINGTON .. . 


THEY BUY IT WHEN 


the nation’s most inviting market for na- 
tional advertisers: D. C. payrolls and in- 
come of Washington people are not 
subject to the sudden drops (with con- 


sequent sags in consumer purchasing ) of 


more-industrial areas. And when they 


change they usually go up—with no dis- 


ruption of business to accompany the 


process. 


IT'S ADVERTISED 


IN THE STAR 
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Anonymous Drunk 
Snafus Alcoholics 
Anonymous Show 


DENVER—Due to the nature of 
the broadcast, KLZ airs its “Alco- 
holics Anonymous” show from a 
secret studio each week, to guar- 
antee participants that their iden- 
tity will not be revealed. 

The studio is a room in a local 
hotel, which, due to the housing 


shortage, is rented each week, al- 
ways with the provision that the 
guest will vacate for two hours in 
the early evening on the day the 
broadcast is aired. 

Last week when Alcoholics 
Anonymous and KLZ’s announcer 
and engineer arrived before air 
time, they found the occupant still 
there ... in a condition quickly 
diagnosed by the AA representa- 
tive as dead drunk. 

The show went on as scheduled, 
after the guest had been carted 


away to sleep it off in another 
room. 


Elect Gilluley 


J. H. Gilluley, advertising and 
sales promotion director of Anchor 
Hocking Glass Corporation, Lan- 
caster, O., has been elected to the 
board of directors of the Packag- 
ing Institute, New York. 


Autocall Names Skelly 


Bert C. Skelly, formerly adver- 
vertising production manager of 


White Motor Company, Cleveland, 
has been named advertising man- 
ager of Autocall Company, Shelby, 
O., manufacturer of electrical sig- 
nalling and control equipment. 


Miss Smith Joins ANAN 

Polly Smith, formerly with Pa- 
rade, Metropolitan Group, and 
Paul Block & Associates, has 
joined the American Newspaper 
Advertising Network, Inc., New 
York, as administrative assistant 
to Daniel E. Moran, director of 
publisher relations. 


peventeen 


‘> 


‘ 


YOU CAN’T TEAR HER AWAY FROM 


seventeen 


—she’s in love with her favorite magazine. And 850,000 teen-mates 


feel exactly the same . . . and so do their parents . . . and so do their 
teachers. For the country’s high school girls live by SEVENTEEN’s fashion 
and service features; they swear by the magazine they read and believe. 


Advertising Age, July 22, 1946 


‘3 for 3’ Aluminum 
Paint Line Given 
Buildup by Alcoa 


PitrspurcH—Aluminum Com- 
pany of America has launched the 
most extensive paint merchandis- 
ing campaign in its history, back- 
ing up a new “3 types for 3 uses” 
advertising theme. 

The merchandising program, 
stressing three different kinds of 
aluminum paint for three distinct 
classes of uses, is offered to paint 
manufacturers as a complete pack- 
age. Alcoa, not a paint maker, 
supplies the pigment for the three 
paints. 

The new program provides co- 
operating paint manufacturers 
with a choice of three deals, each 
including sales helps which may 
be offered retailers with a given 
assortment of aluminum paints. 
The manufacturer who agrees to 
go along with Alcoa and make 
the three types—aluminum paint 
for metal and masonry, aluminum 
paint for weather-exposed wood, 
and aluminum enamel—thus may 
obtain displays, folders, store and 
window streamers, and a complete 
dealer mat service personalized 
with the manufacturer’s own 
name. 


Uses Aluminum Ads 


The supporting magazine cam- 
paign, employing the slogan 
“Paint it bright—Paint it right,” 
includes half pages in black and 
aluminum in American Home and 
Better Homes & Gardens; full 
pages in American Paint and Oil 
Dealer and Hardware Age in one 
color; fractional pages in black 
and aluminum in Country Gentle- 
man, Farm Journal, Southern 
Planter and Successful Farming; 
and full pages in American Painter 
and Decorator and National Paint- 
ers Magazine. 

Both advertising copy and the 
sales helps emphasize that no 
single type of aluminum paint is 
ideal for all kinds of work and 
that the customer can “Paint it 
right” by choosing one of the 
three types now offered. 

Fuller & Smith & Ross, Cleve- 
land, is the agency in charge. 


Plans Fashion Campaign 

Ritmor Sportswear Company, 
New York and Cleveland, manu- 
facturer of junior-miss fashions, is 
launching an extensive campaign 
in August, featuring its trade label 
name, Bobbie Brooks. Full pages 
will be used, highlighting a new 
fashion each month, in Charm, 
Glamour, Junior Bazaar and Sev- 
enteen, supplemented by promo- 
tional messages to retailers in 
trade publications. 


Kester Agency Moves 

William Kester & Co., Holly- 
wood, has moved to new offices at 
6533 Hollywood Blvd. 


2:2 ALBUMS 


MADE FOR U. S. 
ARMY AIR FORCE 


full newspaper poges, giant photos, samples, 
clippings, letters, etc. Page size, 26x26 inches; 
heavy black, simulated leather grained covers, 
reinforced leather corners; 200 black pages 
—loose leaf style. 3 adjustable ledger-type 
metal binding posts, weight 25 Ibs. 


Cannot be icated for 
three times this price. a | 52 
WHILE THEY LAST...... Each 


OTHER ALBUMS— SCRAP BOOKS ALSO AVAILABLE 
‘(Some “‘life-time’* construction 200 pages-:loose lea 
.. $13.00 EA. 


AA21—size 23. x 18% in. 
AA 22—size 162 x 13% in. . $10.00 EA. 
AA 23—size 132 x 11 in. $ 6.50 EA. 


Sample gladly submitted—no obligation 
Please send check with order 
— MONEY BACK IF NOT SATISFIED ——— 


SAMUEL L. UNGER 
3 EAST 14th STREET » NEW YORK 3,N. Y. 
STOCK UP WHILE OUR SUPPLY LASTS 
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SALUTES VETERAN—Members of Chi- 
cago's State Street Council paid hom- 
age, in this full page newspaper ad, to 
Henry C. Lytton, surviving member of 
the 14 pioneer State Street merchants 
pictured at the bottom of the ad. Mr. 
Lytton, founder of Lytton's, celebrated 
his 100th birthday July 13. 


British Papers’ 
‘Free Enterprise’ 
Ads in U.S. Dailies 


New YorK—The Kemsley News- 
papers of Great Britain have be- 
gun a series of three advertise- 
ments in New York dailies built 
around the theme of “free enter- 
prise.” 

The ads, appearing in the New 
York Herald Tribune, Sun, Times 
and Wall Street Journal once a 
month, emphasize that the Kems- 
ley newspapers “speak for free 
enterprise and the ideals of the 
English-speaking peoples in homes 
of all classes in all parts of Brit- 
ain.” The key papers of the 
Kemsley group are the Sunday 
Times and Daily Graphic. 

Previous campaigns for Kems- 
ley have appeared in U. S. busi- 
ness papers, but this is the first 
time the campaign has been ex- 
tended to general circulation 
dailies. William H. Rankin Com- 
pany, New York, is the agency. 


Heads U. S. Supply Co. 


Leslie B. Worthington, vice- 
president in charge of sales of the 
United States Steel Supply Com- 
pany, Chicago, United States Steel 
Corporation subsidiary, has been 
elected president, succeeding Er- 
nest E. Aldous, who has retired. 


To Make Training Film 


United Air Lines, Chicago, has 
signed Eddie Albert Productions 
to produce a personnel training 
film, first of a series of 16 mm. 
shorts. 


Joins Automatic Washer 


Frank Breckenridge, formerly 
with International Telephone & 
Telegraph Corporation, Newark, 
has been appointed vice-president 
and chief engineer of Automatic 
Washer Company, Newton, Ia. 


SS © Set entirely with FOTOTYPE, this 
ad is just a sample of what can be 
done with this amazing new type- 
setting device-and it cuts costs, too, 
eliminating display type and hand 
lettering charges. Quick, simple, eco- 
nomical .. . any office girl can be your 
compositor. 


Write TODAY for catalog explaining 
the FOTOTYPE system and showing 
the 60 modern types now available. 

THE FOTOTYPE COMPANY 
625 W. Washington, Chicago 6 


Local Success, 
Koret Cards Tell 
San Franciscans 


San Francisco—Car cards in 
985 San Francisco street Cars, 
buses and cable cars are cur- 
rently reminding local riders that 
Koret of California, maker of 
women’s casual sportswear, is an- 
other home town outfit that has 
made good. The campaign is also 


getting in a good plug for casual 
wear sales regardless of where 
Koret might be located. 

Assuming that car cards have 
been used by the apparel industry 
on a small scale, Koret of Cali- 
fornia is enthusiastically boosting 
the current campaign in the hope 
that civic-minded San Franciscans 
will soon place Koret in the same 
category with Fisherman’s Wharf 
and Chinatown. 

Abbott Kimball Company is the 
Koret agency. 


Cornell Joins FC&B 


Jim Cornell, who for the past 
five years handled research for 
Station WBBM, Chicago, has 
joined the research department of 
Foote, Cone & Belding, Chicago. 


Asks for 50,000 Watts 


Station KFEL, Denver, has 
filed an application with the FCC 
for the increase of its operating 
power to 50,000 watts. The sta- 
tion plans to spend $300,000 for 
new equipment. 
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McClure Joins Conner 


Barney McClure, formerly as- 
sistant to the president of Palo 
Alto Chamber of Commerce, has 
joined The Conner Company, San 
Francisco, as assistant account ex- 
ecutive and research director. 


Wolff Moves Offices 


Samuel D. Wolff, publishers’ 
representative for business and 
industrial publications, has moved 
his offices from 254 W. 31st St. 
to 130 W. 42nd St., New York 18. 


Shs is Toledo 


...where vegetables grow under Glass 


Toledo, glass center of the 
world, is also one of the na- 
tion’s chief centers for growing 
vegetables under glass. Soil and 
climatic conditions which make 
the entire Toledo area one of 
the richest agricultural regions 
in the United States, also favor 
hot house vegetable growing. 
The industry has 85 acres of 
ground under glass. At the 
height of the season, 65,000 
pounds of tomatoes are shipped 
daily as far west as Oklahoma, 
east to New York, and south 
to Tennessee, one greenhouse 
alone harvesting 1,500 baskets 
daily from 95,000 plants on its 
13 acres of ground. Cucumbers, 
leaf lettuce and radishes are also 
grown in quantity, 39 green- 
houses contributing to the total great production. Ample sup- 
ply of coal is important—as also Toledo’s fine transportation 
facilities for quick shipment east and west, north and south. 


— 


and this is the TOLEDO BLADE 


In the whole rich Toledo territory, so friendly to 
the growth of agricultural products and to the de- 
velopment of strong industries in many diverse fields, 
The Blade has itself enjoyed a sturdy growth. The 
Blade endeavors to merit the friendly support ac- 
corded it by the people of Toledo and 
the surrounding area by printing a 
newspaper keyed to the interests of 
the community which it has been 
privileged to serve for so many years. 


Write for 


“This is Toledo”’ booklet. 
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ANA Study Urges 
Employe Papers 
to Boost Morale 


NEw YorK—tThe Association of 
National Advertisers has covered 
325 company publications for a 
study, just published, on ‘“Pub- 
lications Issued to Employes.” 

Included are such publications 
as house organs, annual reports, 
handbooks and special purpose 


SIGNS OF LONG LIFE" 
FOR QUANTITY BUVERS 


THE ARTKRAFT® SIGN CO. 


vision 
</ Artkraft® Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


“Tredemorks Reg. US. Pot of. 


publications intended to “help in- 
dustry in its efforts to improve its 
human relationships and to do an 
internal merchandising job with 
its employes.” 

The ANA estimates some 5,000 
industrial magazines and news- 
papers are now doing this job for 
employes in this country. 

The book, available to non- 
members at $2 a copy, covers 
among other things the war-to- 
peace problems which industries 
confront in their employe rela- 
tions. Many publications feature 
returning veterans and informa- 
tion to aid them. 


Offered News Summary 


“The Carnation” of Carnation 
Milk Company, for example, of- 
fered its veterans a month-by- 
month summary of important com- 
pany news since the start of 1941. 
International Harvester Com- 
pany’s “The Attractor’ asked for 
names and hospital addresses of 
hospitalized military service em- 
ployes, and promised to send a 


nearby representative to visit each 
of them. Others feature interviews 
with returnees. 

The study stresses the impor- 
tance of “getting across manage- 
ment’s message.” Some companies 
—General Electric’s Schenectady 
Works, for instance—carry regu- 
lar signed columns by a chief ex- 
ecutive. “The Coupler” of Jersey 
Central Lines gives equal space 
on controversial themes both to 
its chief executive and a leading 
union official. Some papers fea- 
ture a “Rumor Clinic,” asking em- 
ployes to submit rumors they hear, 
to be answered in the next issue. 

The report urges that employes 
be “told bad news as well as good, 
and be given the facts simply 
without condescension.” 


Profits Discussed 


One important fact is how much 
companies really earned during the 
war. In a two-page spread, Gen- 
eral Motors’ “Folks” showed that 
employe payrolls jumped from 27 
cents of each sales dollar, prewar, 


to 34.3 cents during the war 
period, and that—despite the fact 
that GM was the largest war- 
materiel supplier—its net profits 
declined in this period from 10.4 
to 4.7 cents. 

Many companies consistently try 
to sell workers on safety. “The 
Philnews” of Phillips Petroleum 
Company dramatizes, without 
names, the “Accident of the 
Month.” 

To keep employes posted and 
“sold” on company advertising, a 
number of companies reproduce 
national ads in their house organs. 
Among these are Cities Service, 
du Pont, Eastman Kodak, Kraft 
Foods, McCormick & Co. and 
Monsanto Chemical. Some list 
publication schedules. General 
Mills posts telegraphic notices of 
schedules on all employe bulletin 
boards. 


‘Cheesecake’ Used, Too 


Some employe papers are done 
in picture magazine technique. 
“Cheesecake” or “leg art” plays its 


e Nothing in the world is as interesting to the 
people of Tennessee as the people of Tennessee 
. .. and this principle applies in all markets. 
Every Sunday in the year the Sunday Magazines 
of The Nashville Tennessean, Atlanta Journal, 
Columbus Dispatch, Louisville Courier-Journal, 
Houston Chronicle and Times-Picayune New 
Orleans States are tailored to measure for the 
people who read them and buy from them. 
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.». the indispensable ingredient for HIGHEST READER INTEREST 


And that’s not all! ADD rotogravure beauty of repro- 
duction, couple with newspaper mass coverage and local 
confidence and finally include an extremely long life in 
the home. Then SUBTRACT the production worries and 
expenses often associated with placing a national cam- 
paign in local media, for you can buy these Sunday 
Magazines with one order—one set of positives, buy them 


LOCALLY-EDITED 
Sunday Magazines 


IN SIX MAJOR MARKETS WITH OVER 


1,246,000 TOTAL COPIES EACH SUNDAY 


Just contact anyone at Jann & Kelley, O'Mara & Ormsbee, The 
Branham Co., Sawyer-Ferguson-Walker Co.; or write Standard 


Gravure Corporation, Louisville 2, Kentucky. 


in any combination or as a convenient package. They are 
available in monotone, duotone or matchless full color. 


New 1,000 line page size. 


Now, who says you can’t have everything? Here in 
these six locally-edited Sunday Magazines is a “story 
book” combination of all the features you look for but 
never expect to find in one medium. 


De ee cee es es ee es es es ee ee es 9 ee ee ee 


ATLANTA JOURNAL 
COLUMBUS DISPATCH 
HOUSTON CHRONICLE * 

LOUISVILLE COURIER-JOURNAL 
THE NASHVILLE TENNESSEAN 


TIMES-PICAYUNE 
NEW ORLEANS STATES 


*Color will not be available in the Houston Chronicle until 1947. 
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part for employe morale. Special 
quizzes and crossword puzzles help 
to tell the company story. A few 
employ big names. Col. Lemuel Q. 
Stoopnagle has a humorous whirl 
at Eastman in “Kodakery.” 

To avoid harsh-sounding state- 
ments of rules, S. C. Johnson & 
Son in an employe handbook car- 
ries them under the heading “Play 
the Game,” and says: “You can’t 
play the game without rules and 
neither can you operate a business 
that way, but none of us likes any 
more rules than necessary.” 

Bristol- Myers, among others, 
has found how to make payroll 
deductions painless, by reproduc- 
ing a typical deduction slip, ex- 
plaining the amount and reason 
for each deduction. “The employ- 
ment office,” the ANA report says, 
“can be portrayed as a barrier, or 
as a function to help the job ap- 
plicant fit in the highest type of 
job for which he is qualified.” 
Instead of being “annoyances,” 
time clocks “can be described as 
tools used for accurate timekeeping 
and prompt payroll work.” Phys- 
ical examinations help employes 
as well as the company. 

Many public relations booklets 
for employes, such as “YOU are 
the B&O,” written and illustrated 
by Don Herold for the Baltimore 
& Ohio Railroad, emphasize that 
all employes are concerned with 
building the company’s reputa- 
tion. 

Among the = special 
booklets cited are “How Much 
Does Spam Advertising Really 
Cost?” prepared for employes of 
George A. Hormel & Co. by its 
agency, Batten, Barton, Durstine & 
Osborn. A history of the Hormel 
presentation and its results was 
presented before the ANA meeting 
last spring. 


purpose 


KSDJ to Join Airwaves 


Station KSDJ, San Diego, oper- 
ating in conjunction with the San 
Diego Daily Journal, has been 
licensed to the Finley-McKinnon 
Broadcasting Company and will 
operate with 5,000 watts on 1170 
kilocycles, highest powered sta- 
tion in San Diego. Purnell H. 
Gould, formerly with Gould & 
Kuff Advertising Agency and Sta- 
tion WFBR, Baltimore, has been 
appointed general manager. The 
station will be represented nation- 
ally by Free & Peters. 


Rejoins Ivel Corp. 


Ralph L. Wintersteen, prewar 
Great Lakes manager of Ivel Cor- 
poration, New York, designer and 
builder of displays, exhibits and 
expositions, has rejoined the or- 
ganization as vice-president in 
charge of national exhibit sales. 


Tomlinson Ups Rombach 


Cyril A. Rombach Sr., who has 
been with Tomlinson of High 
Point (N. C.), furniture manu- 
facturer, since 1933, has been ap- 
pointed general sales manager. 


FROM THE OUTSIDE 
92% Home-carrier-delivery 


73% 


Bayonne family subscrip- 
tion 

66% More circulation among 
Bayonne families than all ° 
New York and Hudson 


County evening newspapers 
combined 


THE BAYONNE TIMES 


NEW JERSEY 


BOGNER & MARTIN 
Sales Representatives 


NEW YORK CHICAGO 
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WHITE SHIRTS 


= 1.09 0 1.43 


FIGHTING WORDS—iIn this seven- 
column newspaper ad, Gimbels warns 
that it not only intends to hold the 
OPA price line, but to sell scarce mer- 
chandise at less than OPA ceilings. 
White shirts and nylons—two of the 
toughest things . get—are featured 
ere. 


Velasco Ad Draws 
Well, WAA Chief 
Replies to Critic 


WASHINGTON—Full - page news- 
paper ads for the hard-to-sell 
magnesium plant in Velasco, Tex., 
brought in a large number of in- 
quiries, War Assets Administra- 
tion claimed this week, in answer- 
ing Sen. Hugh Mitchell’s attack 
on its advertising program (AA, 


. July 15). 


Pleased with the ad’s drawing 
power, WAA also pointed out that 
the program had been praised by 
the Senate’s surplus property sub- 
committee, which has constantly 
insisted on more intensive adver- 
tising of hard-to-sell properties. 

In a letter to the junior Senator 
from Washington, who had pro- 
tested “arm chair” direction of 
the $21,100,000 surplus property 
advertising program, Lt. Gen. Ed- 
mund B. Gregory also reported 
that engineering firms had been 
retained to determine the peace- 
time uses of former war plants. 

Contending that “for the cost 
of one ad, WAA could make en- 
gineering studies which would 
have real meaning,” the Senator 
had said he doubted that news- 
paper readers would buy magne- 


Modern speeds limit the length 
of the advertising message on a 
highway sign. National Adver- 
tising displays have ample space 
for all a passing motorist can 
read. More than this, is wasted. 


Surveys show the size of a display 
is no guarantee of readership. 
Selling words are precious. Put 
them where they count —on 
National Advertising’s distinc- 
tive, neat highway displays. You 
get greater repetition for your 
advertising dol- 
lar, too. Write 
for detailed in- 
formation. 


NATIONAL ADVERTISING CO. 


WESTMINSTER, MARYLAND 


sium plants “costing in the mil-|4 


lions.” 

Gen. Gregory agreed that arm 
chair direction cannot sell plants, 
but reported that the newspaper 
campaign to sell the Velasco plant 
“has stimulated considerable in- 
terest, and we have received a 
large number of inquiries to date.” 

He said the chief counsel of 
the critical surplus property sub- 
committee (of the Senate military 
affairs committee) had registered 
“favorable comments.” 


Airline Uses Spots 

Eastern Air Lines, New York, 
through Campbell-Ewald Com- 
pany, New York, is using one 
minute and chainbreak radio an- 
nouncements on 30 stations. Two 
types of announcements, which 
are broadcast six days a week, are 
being used—one featuring air 
travel for vacationers and the 
other promoting markets and air 
travel for business men. 


cream sales: 


Bring Your Own 
Tray’-Buy Ice 
Cream by Weight 


Cuicaco—The American Dairy 
Association came up with a new 
device this week in building ice 
The dealer sells it 
by weight instead of volume, and 
the customer carries it home in 
her own refrigerator tray. 

This novel sales stunt, reported 
the ADA, has paid off in a steadily 
increasing volume and_ higher 
profits for the Hollywood Shake 
Shop, Portland, Ore. The store 
keeps a list of several hundred 
steady customers who bring in 
their refrigerator trays for refills. 
The first time, Harry Truesdale, 
shop owner, notes the actual weight 
of the tray. After that, the store 
records show what the tray weighs 
and how much the customer 


should be charged when it’s filled 
with delectable ice cream. 

The system has been so popu- 
lar, reports the Hollywood Shake 
Shop, that two-thirds of its ice 
cream volume is now carryout 
sales, saving the time—and pa- 
tience—of both cashier and cus- 
tomer. 


Offers Paper Service 


Paper Center, Inc., has been 
formed to provide paper users 
with information in merchandis- 
ing of printing, lithographing, 
packaging, specialty papers and 
all phases of paper sales promo- 


tion and research. Bernard H. 
Ross, formerly sales promotion 
manager of Milton Paper Com- 
pany, is president, with offices at 
18 John St., New York. 


Video Conclave Set 


U. S. broadcasters, manufactur- 
ers, film companies, advertising 
agencies and others last week re- 
ceived copies of a four-page 
brochure, enclosing an invitation, 
announcing plans for the Second 
Television Conference and Exhi- 
bition of the Television Broadcast- 
ers Association, Inc., to be held 
Oct. 10-11 at the Waldorf-Astoria, 
New York. 


Agencies Knock Clients Over With Apples! 


We hand-select the finest of Washington State's famous apples 
and pack ‘em in distinctive Ponderosa Pine gift boxes ... they’ 
make impressive holiday gifts for clients, 
friends and family. Free folder explains all. 


business associates 
Prices: $2.75 and upl 


Snow Mountain Orchard, Box 141-A, Yakima, Washington 


WOOD PRODUCTS help build 
stable NASHVILLE market 


Furniture and other finished wood products form a major industry here — and add 
over two and a half million dollars yearly to the manufacturing output of the Nashville 
area. . . Varied industrial activity has built a prospering sales territory. .. One million 
people have a spendable income of over 800 million dollars each year. . . And favorite 
network shows of American and Mutual have won a good part of this potential audi- 
ence — for WSIX. 


AMERICAN 


5,000 WATTS 


FOR DETAILED 
REFERENCE DATA 


CONSUMER 
MARKETS EDITION 


WSIX gives you all three: Market, 


NASHVILLE fy Hi —- 3 
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—— TENNESSEE 
Wut 
Ele ls == 
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MUTUAL 


980 KILOCYCLES 


National Representative 


THE KATZ AGENCY, Inc. 


Coverage, 


Economy 
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Promotes Bank Aids 


C. L. Downey Company, Han- 
nibal, Mo., manufacturer of coin 
wrappers and other coin handling 
equipment, has launched a cam- 
paign in 12 banking business 
papers featuring methods and 
equipment of help in eliminating 
waste motion and delays at tellers’ 
windows. Ridgeway Company, St. 
Louis, is the agency. 


Rygene Tests Sprink 


Rygene Products, Inc., New 
York, is using 50 to 300-line copy 
in Hartford Courant and Times in 
a five-week test for Sprink, a new 
liquid for making bathtubs slip- 
proof. Harold J. Siesel Company, 
New York, is the agency. 
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ST. JOSEPH NEWS-PRESS 
- St. Joscph Gazette 


Munsingwear Uses 


Unusual Portfolio 
to Tell Ad Plans 


(Picture on Page 57) 

MINNEAPOLIS — Munsingwear, 
Inc., next month will launch a new 
campaign for its women’s under- 
wear and sleeping garments, with 
black-and-white advertisements 
to appear in Junior Bazaar, Life 
and Mademoiselle this fall and 
winter. 

The new drive will be directed 
to younger women and the “in- 
genue” type. Photographic illus- 
trations are symbolistic to empha- 
size the company’s “Candleglow” 
and brushed rayon fabrics, and 
copy lays stress on the styling 
of the nightgowns, panties and 
vests. 

Munsingwear has prepared an 
elaborate portfolio for dealers on 
the ad plans and on its coordi- 
nated sales helps. A_ plastic- 
bound, celluloid-covered 12x17- 


inch booklet, this promotion piece 
is sloganed, “On the move,” shows 
prints of the fall advertisements, 
and contains a smaller booklet il- 
lustrating available display cards, 
photographs and newspaper mats. 
It also includes suggestions for 
various layouts for newspaper ads. 

Kenyon & Eckhardt, New York, 
handles the account. 


Gamma Alpha Chi Elects 


Gamma Alpha Chi, national 
honorary advertising sorority, has 
elected Mrs. R. Dean Johnson, 
free lance radio script writer, 
Kansas City, Mo., as president. 
Other officers are Mrs. Harry S. 
Pearson, Pearson & Morgan, Se- 
attle, vice-president; Mrs. Robert 
Grumbine, Chicago, secretary- 
treasurer, and Ruth Kinyon, re- 
search director of Charles W. 
Hoyt Company, New York, pub- 
licity director. 


Handley Is Grant V.P. 


John M. Handley, in charge of 
the international division of Grant 
Advertising’s New York office, 
has been named a vice-president. 
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MARKET 
DATA 


-5 MILLIVOLT AREA 


POPULATION: ..0.:..:sscicc. 1,902,700 
RETAIL SALES ...$ 963,424,000 
FOOD STORES .........$ 237,279,000 
GEN. MDS. ...............$ 200,767,000 
DRUG STORES ........$ 51,153,000 
BUYING INCOME... $1,996,237,000 
*BANK DEBITS ......... ..$9, 106,710,000 


#RADIO HOMES ..................376,844 


*FORT WORTH & DALLAS ONLY 

tRADIO MARKET DATA 
HANDBOOK 

ALL OTHER DATA SM SURVEY 
BUYING POWER 


a LO 


watt stations either simultaneously or at separate 


radio schedule. 


; TE iXAS” TWIN, CITIES 
\Tlow “To- 


DOUBLE COVERAGE WITH WRR-KFJZ FOR ONE PRICE 


WRR and KFJZ now offer a one-two punch at 
the Billion Dollar Dallas-Fort Worth Markets. One 
price, with no extra costs, will let you hit Texas’ 


largest market area with two established 5000 


yW R R$ 
Re 5000 WATTS 
1310 Ke. 


5000 WATTS 
1270 KC. 


Extensive surveys have established proof of the 
listener-loyalty of WRR and KFJZ...a combina- 
tion of the two, offers double coverage of a tre- 


mendous market that must be included on any 


Take advantage of a double opportunity and save 


costs at the same time. 


ler) 


TWO STATIONS FOR ONE PRICE 


NATIONAL REPRESENTATIVE 


WEED & COMPANY 


NEW YORK BOSTON 


DETROIT 


CHICAGO ATLANTA 


SAN FRANCISCO) HOLLYWOOD 


bere Sol 
eat 


A. E. Tarrant, dir. of market research of J. Inglis Wright, Adver- 
tising, Wellington, N. Z., is in the U. S., and getting around, too— 
coast to coast—seeing people and observing methods... . 

Charles E. Fortier, publicity mgr. of the Bell Telephone Co., 
Montreal, retired July 1 on completion of 41 years’ service with the 
company... 

Recent ad marriages in the Hartford area include those of Ed- 
ward Morris, display ad dept. of the Hartford Times, to Arline 
Richards of Wethersfield, Conn.; Lillian Jirsa of Higganum, Conn., 
ad exec. with Monitor Equipment Corp., New York, to Richard P. 
Ludlum, a Wall St. broker, formerly of Hartford; and William Dud- 
ley Niles, commercial artist with the Wm. B. Remington agency, 
Springfield, to Jane Morris of E. Hartford... 

General Motors’ regional dir. of public relations, William E. Ham- 
ilton, and Francis L. Burke, GM vice-president, were among the 
guests at a recent New Departure plant Old Timers dinner at Lake 
Compounce, Bristol, Conn. . . 

Frank M. Bruce Sr., of Bruce Publishing Co., Milwaukee, and a 
1905 grad of Marquette University, has been given the university’s 
alumni award for meritorious service. . . 

Lt. Col. Robert L. Melvin, now back on the job as sales repre- 
sentative for American Stove Company’s heavy duty equipment in 
New England, was given the Legion of Merit at a recent ceremony 
in Boston... 

The Press Club of Atlantic City awarded a certificate of citation 
to a convention press director for the first time in its history with 
presentation of said certificate to Ford B. Worthing of Chicago, di- 


IN MAINE WOODS—With their fly rods all set, this picture of hope includes, 

foreground, Adam J. Young, of Adam J. Young, Inc., station representative, 

and Elmo C. Wilson, CBS director of research. Standing: William B, Lodge, 

CBS director of engineering; Harold E. Fellows, general manager of WEEI, 

Boston; Fred B. Simpson, general manager of WABI, Bangor, and Francis 
Simpson, WABI. The scene is Fish Lake, Me. 


rector of public relations of Kiwanis International. It was be- 
stowed “for the finest cooperation and assistance yet rendered to - 
the Fourth Estate.” .. 

Dr. E. C. Thompson of the Borden Co., New York, chairman of 
the standards committee, and his co-workers, Dr. Arnold E. John- 
son, Sealtest Labs., Baltimore, chairman of the research committee 
of the American Dry Milk Inst., Chicago, and Martin M. Kloser of 
Bowman Dairy, have received the C. E. Gray Award from the in- 
stitute “for achievement in research, the development of standards 
for production and packaging of dry milks, and in general industry 
and public welfare.” . . 

Mark Finley, Mutual-Don Lee’s Hollywood public relations dir., 
has been awarded the Legion of Merit for his outstanding work in 
the Army in Ireland during the war... 

Edward Ford, copywriter of N. W. Ayer & Son, is author of a 
book called ‘‘Don Marshall, Announcer,” a story for teen age boys 
scheduled for October publication by Macrae-Smith. Robert Robi- 
son, Pittsburgh artist, did the illustrations from sketches made in 
WCAE studios... 

Six people in the Cleveland office of Fuller & Smith & Ross hold 
top positions in business and civic organizations outside their full 
time agency work. Allen L. Billingsley, pres., is chairman of the 
Cleveland Better Business Bureau; Stanley Patno, v.p., is pres. of 
the board of governors of the local chapter, Four A’s; William 
Priesmeyer is pres. of the Junior Chamber of Commerce; Clay 
Reely, v.p., is pres. of the Cleveland Adclub; Ralph Leavenworth, 
v.p., is pres. of the northeastern Ohio chapter of the American 
Marketing Association, and Erma L. Oehler is pres. of the Women’s 
Adclub of Cleveland... 

S. R. Winch, business mgr. of the Oregon Journal, Portland, is 
having an enforced rest because of a mild bout with virus pneu- 
monia. .. Mrs. E. B. Sorensen, wife of “Dane” Sorensen, exec. of 
Fielder, Sorensen & Davis, San Francisco, is the mother of a son 
born in mid-June. . . 

Brig. Gen. David Sarnoff, RCA pres., left on the Queen Mary for 
London on the first leg of a combination business and pleasure trip 
to Paris and other continental cities. .. Also on the Queen Mary 
went Walter S. Maas, exec. v.p. of Dorland International-Pettingell 
& Fenton, New York, for a seven-week trip which will take him to 
London, Paris and associated offices of the agency. .. And Irwin 
Robinson of the New York public relations outfit, Tracy, Robinson, 
left last week by plane for Europe... 

Dorothy Weaver of Federal Ad Agency, New York, recently 
spotted a platinum and diamond bracelet just outside BBDO’s front 
door, connected it with a Herald Tribune ad, and will spend her 
vacation on the handsome reward. .. Federal, incidentally, is con- 
fused by the presence of two Tom McMahons—one in publicity and 
the other an office boy... 
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4 A Message to the Transportation Industry 


The Transportation Industry—Airlines, Railroads, Steam- 
ships—will do well to consider WORLD REPORT as 
their most immediate and logical medium for advertising. 


By its very nature WORLD REPORT is for those who know only too 


well that the world has shrunk in time and distance. 


By its very nature WORLD REPORT?S appeal is to the substantial 


people of America — the active travelers both in this 


country and abroad. 


Eg 4 By its very nature WORLD REPORT appeals to the world policy- 
ia makers in Business, Finance and Government — the 
oe substantial thinking people of America who comprise 
iii the unique audience gathered together for the first 
antative, time by the only magazine of its kind. 
Lodge, 
puns By its very nature WORLD REPORT is an essential medium for car- 
rying the messages of transportation companies whose 
—e plans already are laid for the shuttling of human 
red to : | cargoes from point to point. 
=~ By its very nature WORLD REPORT is designed for those most able 
mittee and most likely to travel widely in the conduct of 
oser of their businesses. 
the in- 
avert By its very nature WORLD REPORT is one of the best buys for the 
; operators of transportation companies—at its present 
.— ‘rate of $600—an almost negligible amount when 
compared with the character and standing of its 
r of a guaranteed circulation of 50,000. 
fe boys 
; Robi- — os ; 
ade in 
ss hold | By its very nature WORLD REPORT has a similar appeal to Com- 
ir full munication Companies, Banks, Insurance Companies and Manu- 
eg facturers of all kinds of products who want their messages read by 
woe the leaders of American Industries. 
3 y 
worth, 
1erican 
omen’s eo —| 
and, is | 
pneu- » : ; 
ai | WORI (PORT 
a son | 
4 ae 
SS a | THE ONLY WEEKLY NEWSMAGAZINE REPORTING, INTERPRETING AND FORECASTING THE NEWS OF WORLD AFFAIRS 
Pac published by 
him to UNITED STATES NEWS PUBLISHING CORPORATION 
| wee DANIEL W. ASHLEY 
binson, VICE PRESIDENT IN CHARGE OF ADVERTISING 
ecently 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 
s front 
nd her | 
vy a 
| ae . e 
ity and | Be “> WORLD REPORT —‘¢he No. 1 advertising medium to reach world-minded people «| ee 
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Tucker Joins ‘Parents’ ’ 
Mrs. Beryl Tucker, formerly co- 
ordinator of children’s and teen 
fashions of Associated Merchan- 
dising Corporation, New York, has 
been appointed associate fashion 
editor of Parents’ Magazine, New 


York, and assistant to Mrs. Betty | 


Green, fashion editor. 


|Appoints Mrs. Usher 


| Mrs. Ann Usher, formerly su- 


the St. Louis office of Frank Block 

|& Associates, has joined Better 
|Homes & Gardens, Des Moines, 
las associate editor in charge of 
the child care and training depart- 
| ment. 


| pervisor of copy and production in 


SCHENECTADY 


* 3 months ended March 31, 1946 
** 4 months ended April 30, 1946 


GAZETTE circulation lead.....1497 | 
GAZETTE odvertising lead. .433,178 tines 


CIRCULATION 


NM, Gs RE es 
See a Se 


THAN IN ANY OTHER 
OUTDOOR MAGAZINE 


MORE ADVERTISERS 
USE MORE SPACE 
IN 


Plans Plastic Wood Drive 


Boyle-Midway, Inc., New York, 
subsidiary of American Home 
Products, will promote Plastic 
Wood, household repair product, 
the remainder of 1946 in 36 gen- 
eral magazines, showing its house- 
hold uses; in 18 craft publications 
featuring professional uses, and in 
10 outdoor magazines using the 
theme ‘“On-the-spot repairs with 
Plastic Wood.” Ads appearing in 
model magazines will continue to 
offer free copies of the booklet, 
“Slick New Tricks for Building 
Better Model Planes.” The Na- 
tional Comics Group has_ been 
added for this series. W. Earl 
Bothwell Advertising Agency, 
Pittsburgh, handles the account. 


Staley Appoints Starks 


William W. Starks Jr., with a 
Decatur, Ill., corn and soybean 
processing firm since 1930, has 
been appointed assistant manager 
of the industrial sales division of 
A. E. Staley Mfg. Company, De- 
catur. He succeeds Russell E. 
Baer, who has resigned to go into 
private business in Jamestown, 
N.Y. 


~~ 


Public Relations 
Drive by Plane 
Makers Urged 


Cuicaco—‘Private flying is 
traveling at stalling speed with- 
out -aggressive promotion,” ac- 
cording to Philip Lesly, director 
of public relations, Ziff-Davis Pub- 
lishing Company, in the current 
issue of Flying. 

Flying must be changed in the 
public mind “from a rich man’s 
hobby, a daredevil’s sport, an im- 
practical and expensive type of 
transportation, into The-Thing- 
To-Do in travel, sport and trans- 
portation” through concerted ef- 
fort by airplane and parts manu- 
facturers, flying schools and others 
in the field, Mr. Lesly writes. 


Suggests Group Pool 
He suggests that the interested 
groups could greatly benefit by 
pooling $50,000 for a _ publicity 
campaign to emphasize safety of 
plane travel, ease in learning to 


Advertising Age, July 22, 1946 


fly planes, etc. 

“By coordinating with the in- 
dividual firm’s publicity and ad- 
vertising programs, fullest bene- 
fits can be assured,’ Mr. Lesly 
asserts. “If all individual manu- 
facturers’ advertisements, for in- 
stance, follow the themes laid 
down by an industry-wide pub- 
licity program—using glamor to 
stress safety and other points—the 
accumulative effect will be greater 
and the desired results will come 
faster for all manufacturers.” 


Issues Broadside 


An illustrated two-color broad- 
side has been released by the 
Premier Vacuum Cleaner division 
of General Electric Company, 
Cleveland, under the title, ‘““‘We’re 
Stepping Out.” It gives an out- 
line of the Premier advertising 
program and describes some of the 
sales aids available to Premier 
dealers this year. The center 
spread of the broadside is a usable 
window or wall poster featuring 
a blowup of one of Premier’s cur- 
rent series of national magazine 
ads, 


so well able to buy. 


OHIO FARMER « 
CLEVELAND ‘ae 


To farm folks in Pe Goldex Crescent, 


famous brand names and trade marks are 


familiar guide posts to the types of goods 


these three million people buy—and are 


To manufacturers, He Golden Crescent— 


the rich agricultural states of Michigan, 
Ohio and Pennsylvania—represents a 
lively market of prime importance...easily 


and economically covered by advertising. 


The brand names and trade marks 


_ MICHIGAN FARMER 


The Golden Crescent 


you see on this page are just a few of 
those found regularly in MICHIGAN 
FARMER, OHIO FARMER and PENN- 
SYLVANIA FARMER-Ythe three publi- 
cations which are all you need to reach 


two thirds of the three million farm folks 


in Fe Golden Crescent. 


Smart manufacturers are reaching this 
rich potential market through the pages of 
these well-established family farm papers 


... easily ... thoroughly ... economically. 


“Your distribution may be national, but your selling is always LOCAL” 


- - DETROIT : 


Copyright 1946, Capper-Harman-Slocum, Inc, 


* _ PENNSYLVANIA FARMER 


HARRISBURG : 
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Statisticians behind thick tortoise shell 
spectacles and formidable files of figures 
pursue Purchasing Power...look for clues 
in carloadings, bank debits, trade balances, 
building permits, deliberate over indices, 
weigh forecasts with factors... 

But a simpler way of finding out where 
business is going to be better, is to watch 
Main Street merchants in any local 
market. When the retailer expands his 
operations, the national advertiser can 
expand his expectations. 


Hexp up by wartime restrictions, the 
San Francisco storekeepers find themselves 
well behind a bona fide business boom. 

Departmentstores and major specialty 
shops are scrambling for more space and 
increased facilities . . . the City of Paris 
department store spending $100,000 on 
new additions . . . Macy’s of New York 
awaiting additions to its recently acquired 
O’Connor-Moffatt store . . . Hale Bros. 
investing $6,000,000 on Fourth Street, 
opening a large new women’s specialty 
shop on Grant Avenue, a new radio and 
appliance store on Market Street. . . 
I. Magnin moving to larger quarters... 
Woolworth’s planning a new structure on 
the Flood Building site . . . H. Liebes 
doubling its previous space ina modernized 
store... Crystal Palace Market putting 
$1,250,000 into improvements. . . Blum’s 
moving to larger quarters... John Breuner 
taking his furniture business into a larger 
site on Sutter Street . . . Sears building its 
second store, a $4,000,000 expenditure in 
the Western Addition . . . eastern retail 
interests reported buying locations under 


...To the Naked Eve 


cover... Market Street breaking out with 
a rash of new facades . . . new buildings or 
new leases to dot the downtown streets... 
All over the city and Bay Area, new 
branches, new enterprises, new and larger 
outlets, chain and independent, for drugs, 
food, apparel, accessories, automobiles, 
appliances—will employ an_ estimated 
70,000 more people to serve the stepped-up 
San Francisco market . . . to care for 
250,000 new population sorely in need of 
housing, transportation, everything! 


No national advertiser can go wrong 
in putting new emphasis and effort on the 
San Francisco market... in counting on 
The Chronicle for ready access to the best 
minds and best buying power in the 
market. The Chronicle has a circulation 
that counts—and enough of it; and the 
kind of influence that not only makes 
public opinion, but cash registers ring! It 
is the first business getter for department 
stores, for anything from oriental rugs to 
notions. The forty best retail advertisers 
use it, half of them rely on it for their 
major returns. The Chronicle ranks first 
in financial securities, books —but also 
brings crowds to Market Street! 

Part of San Francisco’s past, The 
Chronicle is well qualified to be an even 
more important part of its future—can 
guarantee a steadily growing share of this 
sure-to-grow market . . . Put down San 
Francisco and The Chronicle for major 
potential in current and future sales 
programs . . 
representative, for the proper perspective 
and the latest facts. 


Consult any Chronicle 


The San Francisco nronicle 


SAWYER, FERGUSON, WALKER Co., National Representatives 
New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles 
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Even in Chicago, where a long|trict, with 41%, and the Boston|aging director of the National 
Department Store weekend holiday was observed by (first) district showed the least a ge —— oe New Export Group 
. * the stores, which closed only one) gain, with 12%. In the New York) W! emporary offices a ye 
Sales Still Gain, | day a year ago, sales were - 8% Teesind) district, where store reat wilt = ———- F ormed; It Seeks 
. . ‘over a year ago. Chicago sales|closings on Friday also adversely | ~..-—; ~ : = 
Despite Holidays | were one-third below those week | affected comparison with the first ee ogo offices in the National Lobby 
before last. week of July, 1945, a 33% gain a New YorK—The formation of a 
Cuicaco—Because of the July 4! for the nation as a whole, sales| was registered over 1945. A ints Mercready new group in the export field 
holiday, department store sales in last week were 26% ahead of the —_—_—_—_ i olia Metal Company, Eliza-|Seemed imminent this week as Pee 
the seventh Federal Reserve dis-| same week a year ago, and for} NERA Appoints Simpson beth, N. J., manufacturer of anti-|H. F. Cook, president of Accrey- rib 
trict last week dropped 24% from the four weeks ending July 6, the Clifford C. Simpson, formerly | friction bearings and  bearing|lon Company, issued a call to in- ahidni 
the previous week. Compared with) U. S. gain was 35% over a year! general manager of the National| metals, has appointed Mercready| dependent exporters to unite to ape 
the same week a year ago, how-|ago. Highest gain last week was| Association of Independent Tire|& Co., Newark, to handle its ad-/ prevent their elimination by gov- = 
ever, district sales were up 20%./| reported by the Dallas (11th) dis-| Dealers, has been appointed man- vertising. ernment controls. — , 
Mr. Cook, who says he expects ouitean 
to enlist 4,000 companies in the enaee 
association, which is tentatively aah 
titled “Independent Merchants bs k 
Export Association,” said it would : a. r 
hold its first meeting next week. ber 
The small exporter has been . “4 
ignored by associations operating ier 
in the export field, Mr. Cook esles 
charged, and asserted that in his ferred 
e “ company’s two and one-half years lessen 
— in of business it had never been ap- work 
proached by an association re- Dutie: 
rivin ome ail ; i e d garding membership. The new as- aie 
sociation, when formed, will have | gtock 
a j the purpose “of advising members house: 
: of the legislative and executive | 
branches of government as to our 
desires and thoughts for the fur- 
therment of sound, wholesome 
foreign trade.” 
Export trade needs a lobby in = 
Washington, Mr. Cook told Ap- : 
VERTISING AGE, adding that the in- ‘ 
dustry must “get out from under, | | 
and the only way we can get un- ! 
derstanding down there is to get ; 
ourselves a baseball bat.” ' 
In the release which accom- ; 
panied the announcement of the ' 
new association, Mr. Cook said: 7 
“The export field lthas] been ' 
shoved around worse than any ; 
other segment of American indus- ' 
try... The way to act is to start- : 
our own pressure group from the 1 
grassroots of the export field, from ; (P: 
the docks and warehouses. . . If \ 
we can force this thing into the ; 
open on the floor of Congress and ' 
in the Cabinet, if we all, as a 
body, threaten court action to stop ! 
this ‘Bill of Attainder,’ then we 
will be able to win . . . the same ' 
liberties as accorded other sec- ; 
tions of American commerce and 1 Earl 
industry.” ; cate 
ie ‘ — a 
ogee SUSese) spsese . Forms Rogers Publishing ; = 
ay tt HH saa 5 Rogers Publishing Company, ieee 
= tt ti th bh ae Detroit, has been formed by '  (D. 
ee Both hbeder | Thomas A. Rogers, formerly with i toc 
pee 2 HH eee s " American Machinist and Product | thre 
oak SHHHREHE H . Engineering, to publish a new na- 1 this 
ae sere aa tional engineering magazine, De- ; jack 
sign News. The company is lo- 1 Car 
cated at 4612 Woodward Ave. | pers 
—_——_—_—— 1 ing 
Beall Opens Agency by 
Harry Hammond Beall, former] \ lus 
a cleverly presented promalien director of the precwind t ia 
, ies sador Hotel, Los Angeles, and dur- ; oe 
> with constant repetition ing the war in charge of press _ 
Pte gg ong the — ~— | ie 
uard, has opene is own ad- i 
> toall the people, of every group vertising and public relations of- | | but 
F . : fice at 601 S. Shatto, Los Angeles. | Hoe 
> drives home a favorable impression t Se 
that helps to bring people by ;. 4 
! 
the millions to see the New ; 
{ ' 
Fords ... to admire them ... to & 
! 
ask about them... to buy them | 3 
e ! 
... and so drive home a FORD ..----==" ia @ 
ay t 3 i at § 
———7~ — - = . —— : rs re ci a ‘ : a 
— moot : WELT a ae AN AVERAGE OF 53,500 1 dir 
OUTDOOR ADVERTISING INCORPORATED | THEATRE - GOERS READ ; 2 
STAGEBILL EACH WEEK | me 
NATIONAL SALES REPRESENTATIVE 60 EAST 42ND STREET | Yes! over 2,500,000 annvally ' son 
: OF THE OUTDOOR INDUSTRY NEW YORK 17, N. Y. ‘ pg sg covers all leading legitimate theatres a 
i : in Chicago . . . it contains; photos of the leading ' . 
ATLANTA + BOSTON + CHICAGO - CLEVELAND - DENVER - DETROIT - HOUSTON » LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO + SEATTLE — cobun somneiey Me eae ubammecas | KP 
——— . eee tive to the theatre . . . Stagebill is distributed free ' 
to each person attending the theatre, main floor, 
balcony and second balcony. Stagebill readers are 
drawn mainly from the upper income bracket, as 
average price of admission is $3.25 per person. 
| « Rates upon application i 
| “= ' 
‘| CHICAGO ES ST IUHBILL | 
| 540 North Lo Salle Street Chicago 10, Illinois 
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Distribution Is 
Decentralized in 
New Gerber Plan 


FREMONT, MicH.—To assure 
faster and more efficient distri- 
bution of its 29 varieties of 
strained and chopped baby foods, 
Gerber Products Company is 
streamlining its traffic department, 
principally through decentraliza- 
tion, 

Under its new system of dis- 
tribution, the company will use 
more than 100 public merchandise 
warehouses for maintenance of 
stocks at strategic points through- 
out the country. Formerly the 
baby food maker used about 60 
such warehouses. 

Functions formerly assigned to 
sales personnel have been trans- 
ferred to the traffic department to 
lessen interference with the basic 
work of the sales department. 
Duties switched in the change in- 
clude inventory, maintenance of 
stock controls, selection of ware- 
houses and other duties not di- 


SHORT LESSON IN 
HORN TOOTING 


(Program Glorification Division) 
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1 Early this year Station KFI allo- 
' cated an audience-promotion bud- 
! 

; get of more than forty thousand 
1 dollars to be used in various media 
| during 1946 to promote both local 
; and network offerings. The indu- 
| bitable talents of our agency 
| (Dan B. Miner Co.) were pooled 
1 to create a general theme to carry 
' through the various segments of 
this continuing campaign. Media 
1 include: Dash Cards, Inside Car 
' Cards, Outdoor Posters, Newspa- 
| pers in Southern California hav- 
1 ing radio publicity columns, 
Women’s Magazines, California's 
, six leading agricultural Magazines 
1 plus Newspapers in agricultural 
| areas. May we call your attention 
1 to the fact that these agricultural 
| newspapers include thirteen sheets 
,; in important well-populated re- 
1 gions in KFI’s Primary Area 
; but outside the district rated by 
, Hooper, 
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AND A TRICK FOR THE TRADE 


To the regular weekly meeting of 
the Los Angeles Advertising Club 
at the Biltmore Hotel, KFI brings 
a five minute news broadcast by 
direct wire. Along with the news 
headlines of the moment, this 
airer presents a humorous com- 
mentary on Ad Club events, per- 
sonalities and guest speakers. The 
stunt is always well received and 
comments from members are flat- 
tering as all-get-out. Just seems 
KFI can’t ever miss. 


CLEAR CHANNEL 


cide MOPT 2. 
foarte ©. Gating. Die. 


= NBC for LOS ANGELES 


Represented Nationally by Edward Petry and Company, Inc 


rectly connected with sales. 

R. C. Waehner, Gerber’s gen- 
eral traffic manager, estimated 
that the elimination of lost sales 
caused by depleted stocks in given 
areas would more than offset any 
additional expense. The new sys- 
tem is also expected to offer the 
advantages of greater turnover 
over shorter periods of time. 


Industrial Admen Elect 


Eastern Industrial Advertisers, 
Philadelphia chapter of the NIAA, 
which recently elected William 
Howes Collins, assistant advertis- 
ing manager of Scott Paper Com- 
pany, president, has elected J. 
Mack Nevergole of Roland G. E. 
Ullman Organization, vice-presi- 
dent; Charles W. Eigenbrot of 
Harris D. McKinney, secretary, 
and Ernest G. Monigle, advertis- 


ing manager of American Pulley 
Company, treasurer. Directors are 
Walter A. Fox of Fox & Mack- 
enzie; Arno O. Witt of Schramm, 
Inc.; Robert F. Arndt of John 
Faulkner Arndt & Co., and R. E. 
Lovekin of the R. E. Lovekin Cor- 
poration. 


Cleveland Admen Elect 


Clay L. Reely, vice-president of 
Fuller & Smith & Ross, has been 
reelected president of the Cleve- 
land Advertising Club. Grant 
Stone, advertising manager of the 
Cleveland Press, and Chester W. 
Ruth, director of advertising of 
Republic Steel Corporation, have 
been reelected vice - presidents. 
Lester S. Auerbach, district man- 
ager of Gulf Refining Company, 
and Horace C. Treharne have been 
named treasurer and secretary- 
manager, respectively. 


WJR Adds Two 


Worth Kramer, recently released 
from the Navy and prior to that 
general manager of WGKV, 
Charleston, W. Va., and president 
of the Kanawha Valley Broadcast- 
ing Company, has been appointed 
program director of Station WJR, 
Detroit. Norman White, producer 
and director of network and local 
programs for WJR, has_ been 
named production manager. 


Form Rand-Ries Agency 

Staff members of Van DeMark 
Advertising, Cincinnati agency, 
which was operated by the late 


Curtis Van DeMark, have formed 
a new corporation, Rand-Ries Ad- 
vertising, Inc., with headquarters 
in the Times-Star building, where 
the Van DeMark Advertising 
agency was located. David Rand 
is president and Joseph Cronin, 
vice-president. Martha Ries and 
Henrietta Riley are secretary and 
treasurer, ‘respectively. 


Insurance Admen to Meet 


The 13th annual meeting of the 
Life Insurance Advertisers Asso- 
ciation will be held Oct. 24 to 26 
at the Edgewater Beach Hotel, 
Chicago. 


GIBBONS 


ADVERTISING 


TORONTO, MONTREAL, WINNIPEG, 


KNOWS CANADA 
J. J. GIBBONS LTD. 


200 BAY STREET. - TORONTO 


REGINA, 


MERCHANDISING 


CALGARY, EDMONTON VANCOUVER 


Mr. Alfred 
Farmers of Bal 
son, ae ore 


Usmmmunity hol 


ward, Sr., 
¢ Kansas, an 


Meet a Kansas 


Flying Farmer 


This farm aviator symbolizes the opening of a 


tremendous new era in farming. He is one of hun- 


dreds of Kansas farmers who are actively using or 


will use airplanes in their farming activities. 


Of even more significance, this flying farmer rep- 


resents the progressive attitude that is a Kansas 
characteristic. He and his fellow farm aviators are 
leading the nation in something new, just as his 
forebears did thirty years ago. 


It is worthy of note that Kansas Farmer, state farm 
paper for Kansas, has been “tops” in the accept- 
ance of such farmers as these for many years. 
That this publication itself is away out ahead in 
prompting better farming and better living is a 
singular factor in advertising effectiveness. 


It is 


S196 


indeed significant that 


thirty years ago the first great 
tractor demonstration was held 


near Hutchinson under the sponsorship of Kan- 
sas Farmer. History has recorded that meeting 
as a momentous date in the saga of Power 


Farming. 


1946 


Thirty years later, Kansas 
Farmer again sponsored an 


event that introduced a new 
era in Kansas agriculture, the first meeting of 
Flying Farmers of Kansas. On May 24, nearly 
500 farm flying enthusiasts assembled to view 
the newest in planes, and to form this business 
organization. Kansas Farmer believes that this 
day also will be recorded as a momentous day 
—the official birthday of the amalgamating of 
Kansas farming and flying. 


KANSAS FARMER 


CAPPER PUBLICATIONS, INC. 
TOPEKA, KANSAS 


121.000 CIRCULATION 
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‘Field & Stream’ Sells 
Picture Portfolio 


Continuing its series of sporting 
prints, Field & Stream, New York, 
is currently offering six fishing 
prints in full color. The pictures, 
13x16 inches, are reproductions of 
paintings by Lynn Bogue Hunt. 

The current series portrays de- 
tailed studies of game fish. In- 
cluded in the portfolio, priced at 
$5, is a 16-page illustrated book- 


let containing detailed informa- 
tion about each fish shown in the 
paintings. 


Start Manning & Russell 


Arthur L. Manning, formerly 
national sales manager of the San 
Francisco Call-Bulletin, and Royce 
Russell, recently released from the 
Navy, have formed a new adver- 
tising agency, Manning & Russell, 
in San Francisco, 
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_ _ MBVANTAGES! 
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. » » to make a LOW RATE 


Naturally, our 800 kc. wave-length offers advan- 


tages not duplicated on 
plus advantage never to 
geographical location of 


neers all agree that water conducts radio waves 
farther without power loss and CKLW is situ- 
ated to best benefit from this phenomenon. If 


you want to reach this 10 


with your message, CKLW is the answer. The 
to do the job for less! 


answer, too, if you want 


Adam J. Young, Jr., Inc. 
National 
Representatives 
Canadian Rep.: H. M. Stouin, 
Toronto 


5,000 WATTS 
DAY and NIGHT - 
800 Ke. | 


the dial. But, here's a 
be overlooked — the 
our transmitter. Engi- 


million population area 


MUTUAL BROADCASTING SYSTEM 
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San Francisco 
Office of JWT 
Adds Trainees 


San FRANcIsco—Three veterans 
are at work under the veterans’ 
on-the-job training program re- 
cently inaugurated in the J. Wal- 
ter Thompson Company offices 
here. They are John Coleman and 
Robert Patterson, who served 
with the air forces during the war, 
and Robert Dixon, who saw ex- 
tended service with the Marines. 
Under the two-year training 
program, the agency and the Vet- 
erans’ Administration share salary 
costs while the trainees “learn by 
doing.” Their training will be 
divided equally among four de- 
partments—research, media, me- 
chanical and traffic. The new em- 
Ployes will enjoy benefits ex- 
tended to all regular JWT work- 
ers. 

Nearly 100 candidates were in- 
terviewed before the San Fran- 
cisco office’s quota was filled, and 


Arthur Farlow, Pacific Coast man- 
ager for JWT, told the trainees 
that “this company expects the 
program to be a_ success.” He 
said the agency believes all train- 
ees will complete the program 
and that JWT “looks forward with 
pleasure to the opportunity to pre- 
pare new men to take their places 
in the advertising profession.” 
Trainees will be placed in that 
phase of agency operation which 
best fits them and the opportunity 
for advancement is “unlimited,” 
Mr. Farlow said. 


First G-E FM Sets 
Due Out in August 


Dealers will get General Elec- 
tric’s first FM _ receivers next 
month. The sets, which will tune 
in both high and low FM bands as 
well as AM broadcasts, will be 
consoles combined with phono- 
graphs. Production of other FM 
models, including table sets, will 
get under way in August, at G-E’s 
Bridgeport plant. 

_Meantime, G-E’s transmitter di- 
vision in Syracuse is turning out 
FM transmitters to fill “more than 


Advertising Age, July 22, 1946 


125 orders.” The new transmit- 
ters “use a revolutionary circuit 
and phasitron tube development 
which enable direct crystal con- 
trol and will operate with fewer 
tubes and simpler circuits than 
pre-war FM transmitters.” 


Admiral in Canada 


Admiral Corporation, Chicago, 
has formed the Admiral Company 
of Canada of which it will.own 
100,000 shares. Present stockhold- 


new company’s stock at $3 per 
share as soon as the issue has 
been approved by the Securities 
and Exchange Commission. The 
new company will be conducted 
similarly to the Admiral Corpora- 
tion in the United States, making 
available radios, phonographs, 
radio-phonograph combinations, 
refrigerators and other appliances. 


Ermold Boosts Donaldson 


Donald Donaldson, sales man- 
ager of Edward Ermold Company, 
New York, manufacturer of auto- 
matic multiple and semi-auto- 
matic labeling machines, has been 
nee vice-president in charge of 
sales. 


e table 


@ Mabel’s not confused (though 
her mother is). Mabel knows what 
she wants. So do three out of 
every four American youngsters 


between the ages of eight and 
y| Oy twenty. They have clear, strong 
brand preferences. 


In some categories, Mabel and 


the rest of the millions of kids in 
her age group have 98 percent 


agreement on their brand prefer- 
ences. But in all 26 categories of 
items tested — everything from 
flashlights to packaged foods, from 
B. B. guns to dolls — Stewart, 
Brown and Associates found out 
for Fawcett youngsters know the 


brands they really want. 


Add this fact—three out of every 


four American youngsters, aged 
eight to twenty call comics maga- 
zines their favorite reading. They 


prefer reading comics magazines. 


Obviously, advertising in com- 
ics magazines pulls hard. And it 
reaches these millions of young- 
sters with their millions of dollars 
and their great influence on the 
spending of their parents’ millions. 
Your advertising should take ad- 
vantage of the power of Fawcett 
Comics—use the comics regularly. 


FAWCETT COMICS GROUP 


4,493,178 ABC Circulation, 
2nd 6 Months, 1945 


Captain Marvel Captain Marvel, Jr. 


Master Comics Wow Comics 

Captain Midnight 
Whiz Comics 

Don Winslow of the Navy 


Funny Animals 


FAWCETT PUBLICATIONS, INC. 
295 Madison Ave., New York, N. Y. 


World’s Largest Publishers 
of Monthly Magazines 


ers will be able to subscribe to the . 
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... Like California without the 


In California’s great 
Inland Market where 

The Sacramento Bee, 

The Modesto Bee and 
The Fresno Bee dominate, 
RETAIL SALES NOW 
EXCEED ONE BILLION 
DOLLARS* 


(For years Effective 
Buying Income has been 
more than a billion) 


San 
Francisco F 


THE SACRAMENTO BEE is 
HOME DELIVERED to 94 out of 
every 100 families in the ABC 
city zone. 


THE MODESTO BEE offers 
91% coverage in ABC city zone, 
57% of trading area 


THE FRESNO BEE, with largest 
circulation between San Francisco 
and Los Angeles, gives 90% 


Sales Management's 1946 coverage in the ABC city zone 


Copyrighted Survey 


BILLION DOLLAR VALLEY OF THE BEES 


ERE’S ONE PLACE where the favorites ALWAYS pay off. It’s 

California’s Valley of the Bees, where the stakes are nearly 

two billion in Effective Buying Income . . . more than a million in 
retail sales. * 


The favorites? LOCAL newspapers — because Valley people 
are isolated, by distance and by natural interest, from Coast 
newspapers. And the local papers thet rate best up and down 
this bonanza belt are The Sacramento Bee, The Modesto Bee 
and The Fresno Bee. In an area containing 83% of the Valley’s 
population, 81% of its EBI and 88% of its retail sales, these 
three McClatchy newspapers far outstrip ALL competition. 


MCCLATCHY y NEWSPAPERS 


THE FRESNO BEE 


National representatives ... O'MARA & ORMSBEE, INC. 


New York « Los Angeles « Detroit »« Chicago « San Francisco 


et eed es : 3 Sige ee eg ese ; Seige an SEL Ee ae By Dar eae 8 22 Ree ne Tee es Bet 
a if 
1946 oe 
a 
ismit- =] 
‘ircuit @ a cat ; 
oment oe. 
con- e 1$ J ; 
~ . ae 
fewer t in a 
than om Lae 
ei: 
ote 
- : ere “ Oj : # 
2 ee f= Bae 2a : See =: ; : 
ica " a ee aes 
sta x on ee — . cS ax sk ; . rs . : a satin sea a 
y < ee os Se : = ——— , ~ a * 
own / nee a ji = 4, ir 
4 ; s § 
chold- =, \ ee a | 
to the ‘ x we 4 \) SY "\" ass x [St —~ i ; 
ee ae “\ ‘= ee | = 4 ee 
e has oe an oe shy woven Y i oy i z Cs y is re i ee : : 
irities 7 aj a — ‘ f a y/ BA wat é ay ‘ as = => aN 
The See / \. . ; e* =o At 
. Peas ae ret RS ae & aiieh 7 > & % BESS Ms a s s . Sh. 
aS & eee So ; (a Ff s 
. . on v2 — i * ce Ay B. ” ~ o* _ 3 ‘ 7% é 
| SSE ie Sates co See 4 S = 3 7 ae . eS 3 ge mag ok 
Re scent a ~ aoa: i) fee . a . go er 
| ne ranean Wa a eee meas 4 <4 PSs . \ FR ee m eet sed x 
er aS ——— Se eee \ ! 2 ) <4 —— ae 
Be le ee ow ‘ . re oh F ’ i Py \ i BY “a — a je , a 
| st Te SR es F ST mene AN . ; eer ey P : > ™S F ~~" — a 
ee eee To Sa \ eo 7 ££ Ln, 2 SY eS f ae 
1 f eS S ee e% _ = 4 : ! = : bs ’ ~ a ENE oil : ? 
| ; ~ \ S oY, s ae Ee ate Fe MR ees y ss ee ar re a S we 
| é ee ' "eee : : Was ie ne, Ya — # Ceca Pee er 
= i . \ + JG ©. /-"d a oe rn is 
| > a Sr ; : oe <i . ae j  —_. d or aE eee 
—ouemeena ~<a fd ge is ce ER ce Re - — : Ss ow - ee fae ath Bs ara! 
H : 5 as sr a ‘i , ae haa ete ee S a ~ gph = " Per ak Sak SE eS > * Seceraaiad ene <a 
| 44 we ee - +f | segs Ss : =" Pees oe ie 2. } SES Sf a: Sn Pap rs ‘as & , 
an! ae ae “ nets a a Ss ‘ a ES ae ll = Se “A Rt es ae 
¢€ mes © oY ee a a ae + ee Sg een 4 es 
5 “® RP ere tee eae 8 A a. ee ce Co. ae ae i 
iS a , 4" @ ‘ ¢ SP Sea ee SN | ee ‘ “5 a a. : ee Sa ca  . ee ca ee 
3 Ie 2 . gee & ~ . vad: Se’ 3 YP ee Re fo = " ~,» he Pie —— “age a. sy ae ee Bie pitas ~ J 
% "4 . & on be ae a ee mecmmmaiell —— a ae ox Ss OF ii.. aa wae SO aie Ne : ; Be eg 2 = 
‘ ae A ., — r ‘bay % e - ws, 4 a K Sak fe: - os ¥ ree ee Se a 
| < mati Ree ea wa ae a 4 ee ae “am i » £1 
9 a 4 fd we % , ? Sg pew 4 Mn a ‘3 a K = i dd eg # 4 = ast ae g z as ie gp gk ¥ 3 PoP eS: ge ; 
ee i oe ae gant cee. ee Oe. oe #. | 
«ee eh a «ee o> le  * ; 4 Sd & ee ce a eS | Soe , 
aie oe a ae ae oe. - ee" wails Noe: Bt a : Se i j ‘i—_ ‘ "it 
ed | Ey ines a ns aan cae ie Pe Ee 77 is ae { ’ pa 
| gre gee ees 4 nese bi ; ‘ , & ‘ 2 meee” x a } 
} nee a me ey 1 : - : = a po eae g oe. ae 
ee at Seg SRS i smn $ *% “Ss ) S if; : 7 gee @ : on Sea 
a Y i \ Bee Eee be ; Ps ee 4 cr ge y 
ae ih. - bs " - me gene Ba 43 oe " , 
ee fi 2 a ‘ Bee, ‘ ey a ae ig f Be al fa 
eH 3 ong Be. 7 Rt ‘ ae is: ik LS ae 4 he ie ee a x ia wih 
\ ma ell 4 ™ — |e bs ——— 3 oe e i “; be ee . beheeot ©. oe 
ee ee ak \ wai — . a et aw | ee a 
igh : vA Me, eZ, het OTS aa oe a a 5 
| Re is ae fy Sa ee arg afr ® of i, nee Mle oe SR homie i a f Tee dl ’ a ee] = 
nm nz - ear es Bt — ae i= > ae of 2 dee <e wee. EF Res BS : i ; z ae ve ee ees “ cies 
lll re os a Sn fg PO ee ae ies fae isis » oe hy Se ee by’ Eas 
oe eee ae ae Nae. poe? ae om rs: Se fee ice 3 a ‘ a> : a, NN = a \ , ere ae BP to OC aed ‘ ae 
ee ee RE = Raye ? are er ps ES la : 
Es Pe: Pia ee ee as a ¥ eee a SS ees gid ee hes SF ee ie m8 eer > ge eee . ag : <¥ ve 2, all Fo % és “iets iS. a ‘i gui sie 
| 5 ee aa ris ae Re ee o - coe PS St ee ee pee = St Be a 4 ot. ‘ K <* ’ a ee? Ree . a et G a Lae a oe 4 og “ ak ie 
‘ aa alae PR eee torrie wg ae par oa <4 EER oe Se re Rn Beet WIN her ee 3 sonst 
} eee ae este MR CE oO Pe hs ee ee. rN aS a ii ates 
sisi cn: By ERIM ORT OR rae, ns 5 ell ll Re cee Sy AS Sa a iad ll Be ek ae a roe S 7 < oS lie veel oa 
Je. NE TT a ais 
| i ht ps ie a 1 ea hn es ef 5 asain R” ‘i cn re pagal aa allel : ae 
ty a rr ¢ ; e , Liat ed si 4 : <sioatt 7 Sid a = pat hs 
= “ : ee ec ; * ” st <3 oe ee ee i sig ons = oa er gig * 2s : a ie 
als ‘ Ps a aa Cae ae 3 a en Ee ee es 
; . : 
Sir 
" ee re | 
. ¥: I RTL ‘ 
ea) 
ee 
j 
Seeeseeeeeseesere gs: i iene haath aa ahaa tin a — “ 
. s =e 
‘ ir ly : ale 
} 4: By ? } s a 
é " ' ‘ oy 7, a =: 
' g f, , s / F a4 . : 
ae 4 : 
OWL % : a 
2 ee f i De 
i Reet} te ait ne s nS AY. 
i i ts ?.-n ae - eae 
—“ i i Bit v 2 2 “<i f- - te ¢ é : ee 
z * se Hi em Daele 
Be yi f WS Ree. | : es 
i e ‘a iF oat yf s on 
i { i = i gt v, “4 a Pas ° eats 
~ | Bak | “ee : . 
i) <aam : a. 
: z y : J kg 7 > peguss 
H Gad oe 4 eo . Sie 
fl Oe ee ay : —_ 
a { = Pier u - Oe. b 4 mae 
‘ i A Natt “ae “f s oa iee 
“ gs | om y 4 f ° fa a ‘ f s we 
: gy | iy ; 5 5 : ie =f 
‘ $ Ph 4 “fi ee 
| Ne ee : ae 
F $ 2 < - a * 
¢ 3 a acs . Pa 
J % > . 
: oa / -— - a . ue 
A: aA 68. 4 4 3 hoe ne 
me! oo « J) . Se. 
a aE : pres 
a+ 5 - + ie) 4 * i —— 
iy ‘ ” a ' : : . 
WS fl ‘( ad \§ : 
| BR JINX) | 
Wy, { Cais ed F A i H | 
ie, F af} 2 N: : THE SACRAMENTO BEE - THE MODESTO BEE [yy 
oo vat Bg y 45 ae : 
a | a . pro Be Zs i ‘ $e, 4 > ‘ 
} a a ; wie: tha e 
; Bias ip) ya : 
. rT EN ap Ne: = 
4 Os 4 77 ‘s wa: ; 
Angeles IF up Ay! Usd 25 NG : 
A" + 4 a i ‘ : 
wy Ay ’ 2 : : 
6, (CAG : te 
: i, 
| . 4 Tage! “he : 
: tie 2. re : 
: ee 
; . TS Eee VE : 
~ 5 ee 
. 
a) . 


26 


Chicago Artists Move 


George McVicker, Bob O’Reilly 
and William Fleming, free-lance 
artists, have moved their studios 
from 646 N. Michigan Ave., to 676 
N. St. Clair St., Chicago. Robert 
W. Cowan, recently released from 
the Army, has joined the staff. 


Two Name Ecoff & James 


Boyertown Auto Body Works, 
Boyertown, Pa., maker of truck 
bodies, and its subsidiary, Boyer- 
town Body & Equipment Com- 
pany, have placed their advertis- 
ing with Ecoff & James, Philadel- 


Individual Can 
Alter Business 
Cycle, Shaw Says 


NEw YorK—tThe problem of the 
business cycle and its relation to 
the individual has troubled many 
a business man as he tries to de- 
termine a personal or business 


phia. 


course during the postwar period. 
By and large, he will look back 


= 
SS 


431 6S. Dearborn St., 


a 


==. 


‘THE LETTER SHOP, 


errerrrmmercemme, (tO past wars for guidance. But 
- f past wars, and past postwar 
m™ | periods are very misleading, and 
m™ \this is the theme of “The In- 
Me | dividual and the Postwar Period,” 
a new book by Arch W. Shaw, 
published by Updegraff Press, 
Scarsdale, N. Y. 

The author is president, of Shaw 


Inc. 
Chicago 5, Hlinois 


wes 


& Co., director of Shaw-Walker 
Company, and formerly published 
System, which ultimately became 
Business Week after its acquisi- 
tion by McGraw-Hill. 

Mr. Shaw takes a careful look 
at comparative cycles of depres- 
sion and boom, concludes that a 
significant difference between the 
depression of the 1870s and the 
debacle of the 1930s was due to 
a difference in the spending pat- 
tern. In the 1870s, a large portion 
“of the spendable income went 
for non-durable staple goods, ‘the 
necessaries of life,’ whereas in the 
recent postwar period a consider- 
able portion was spent for semi- 
luxuries and durable equipment, 
such as automobiles, electric re- 
frigerators and radios.” The two 
depressions found a comparable 
drop in activity of cost-of-living 
items, but the drying-up of pur- 
chasing in the durable goods field 
resulted in a deeper drop in the 


30s. 

Each war touches off the cycle, 
defined by Mr. Shaw as (1) a 
period of uncertainty during re- 
conversion; (2) a lively replenish- 
ment boom; (3) a relatively short 
primary postwar depression; (4) 
a prolonged period of expanding 
business; and (5) a secondary and 
more severe depression. 


Emphasis on Individual 


But the principal emphasis of 
the book is on the individual, and 
on the individual’s philosophy 
during the years when the cycle 
is under way. “Men move in 
herds,’ Mr. Shaw says, and the 
man who feels buoyant optimism 
at the end of war’s repressions is 
the same man who is gripped by a 
paralysis of fear when the first 
cracks in the national economy’s 
shell begin to appear. But know- 
ing the cycle, Mr. Shaw thinks, 
means “that the future is not so un- 
predictable as we may have sup- 
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HARWOOD HOYT FAWCETT . . . . San Diego 
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Eastern Representatives 
NATIONAL TRANSITADS, Inc. . Chicago, New York 
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CAPITA COs” 


ELECTED—Will Yolen, left, of WNEW, 
past president of the Publicity Club of 


New York, congratulates Arthur J. C. 

Underhill, public relations director of 

Rayonier, Inc., on his election to the 
presidency for the coming year. 


posed it to be. And it holds out 
the definite hope that we need 
not continue to take for granted 
that there is no possibility of mod- 
erating the emotional excesses 
which lead to the wastes and dis- 
location of recurring booms, and 
the appalling losses and human 
miseries of depressions which fol- 
low them.” 

Mr. Shaw is quite confident that 
a system of free enterprise is as 
well equipped to provide a stable 
economy as a state-controlled sys- 
tem, and he believes that each 
individual must shoulder a per- 
sonal responsibility for curbing 
excesses of boom and depression. 


Must Curb Emotions 


The kernel of Mr. Shaw’s ar- 
gument seems to be that careful 
emotional control by each individ- 
ual can alter the severity of the 
business cycle, and he says: “Thus, 
as individuals -. . we help to 
create the emotional pattern which 
accentuates the peaks and the 
valleys of the economic pattern. 
By thoughtlessly following the 
herd, spending over-freely, specu- 
lating, expanding recklessly in our 
business and personal affairs... 
and going to the opposite extreme 
when the chart lines start down 
and over-caution and curtailment 
become the mode, we contribute 
to the excesses of a postwar specu- 
lative boom and to the severity 
of the depression to which it so 
inevitably leads.” 

Mr. Shaw, besides his publish- 
ing posts, was chairman of the 
Commercial Economy Board, 
Council of National Defense, 1917, 
served on the War Industries 
Board in 1918, and was chairman 
of the President’s Committee on 
Recent Economic Changes, 1929- 
36. In 1936 he was a member of 
the platform committee of the 
National Republican Party. 


Corey Heads Hormel 


H. H. Corey, vice-president and 
general manager of George A. 
Hormel & Co., Austin, Minn., since 
1938, has been elected president, 
succeeding Jay C. Hormel, who 
has been made chairman of the 
board. R. F. Gray has been named 
executive vice-president and gen- 
eral manager. Clarence A. 
Nockleby succeeds Mr. Gray as 
vice-president in charge of the 
packing division. R. H. Daigneau, 
vice-president in charge of the 
abattoir division, has been ap- 
pointed vice-president and sales 
director. 
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Dailies, Radio 
Push ‘Freshnut’ 
Peanut Butter 


Kansas City, Mo.—Freshnut, a 
vacuum-packed, homogenized pea- 
nut butter made by Hogue Mer- 
cantile Company, here, is being 
advertised locally in newspapers 
and radio spot announcements, 
and via newspapers in three other 
markets. 

A typical 400-line ad appearing 
in the St. Paul Pioneer Press em- 
phasizes that Freshnut is “smooth 
as cream” and “never separates— 
it’s homogenized.” The words, 
“Flash! Freshnut peanut butter is 
making food history,” are prom- 
inently displayed in white on 
black, and the ad ends with a 
guarantee of “Triple your money 
back if you ever buy a stale jar.” 
Similar newspaper ads appear in 
Minneapolis, Kansas City and 
Springfield, Mo. A one-pound jar 
is illustrated. 

Hogue Mercantile Company has 
operated for about 20 years, pack- 
ing large quantities of private 
label peanut butter. It has also 
packed under the brand name of 
Ideal. With the advent of vacuum 
packing and homogenization, the 
company hopes to get away from 
private label packing. The pres- 
ent advertising campaign, it re- 
ports, has been highly successful 
in speeding dealer acceptance. 

Beaumont & Hohman, Kansas 
City, is handling the account. 


Ohio State Offers 
Training-in-Industry 

Ohio State University, Colum- 
bus, is offering training-in-indus- 
try for students in the College of 
Commerce and Administration. 
Under the system, students in ac- 
counting, retail merchandising for 
women, and air transportation will 
get actual experience in these 
fields before graduation. Prelimi- 
nary arrangements are now under 
way to include interneship oppor- 
tunities in the fields of advertis- 
ing and marketing by next spring. 


Acquires Textile Firm 

Portable Products Corporation, 
Pittsburgh, has acquired the con- 
trolling interest in American Pad 
& Textile Company, Greenfield, O. 
Charles F. Mains, head of Ameri- 
can Pad & Textile, will remain in 
an advisory capacity. Mel J. Shaw, 
general manager, has been ap- 
pointed executive vice-president 
and general manager of the tex- 
tile company. 


Print it in 
the West | 
: / WESTERN 
| FOR WESTER = 
| DISTRIBUTIO 


Ke Los Angeles 


Flying us the copy, layouts, mats 
or plates saves time and money 
when you have anything to print 
on newsprint . . . black, color or 
process colors . . . fast, modern 
rotary presses. Our capacity is 
limited only by eemporary paper 
restrictions. Samples and prices 
on request. 


Publishers, Inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 


Forms Radio Company 


Wynn Wright, who recently re- 
signed as national production 
manager of National Broadcasting 
Company, has formed a radio pro- 
ducing company, Wynn Wright 
Associates, with offices at 4 E. 
53rd St., New York. Charles 
Granzow, recently discharged from 
the Navy, has been appointed 
manager of business and sales. 


Offers New Air Cleaner 


Raytheon Mfg. Company, Wal- 
tham, Mass., has introduced a 
home precipitator unit designed, 
by means of an electrostatic proc- 
ess of ionization, to remove “90 
to 100% of the dust and other air- 
borne particles such as pollen and 
smoke from the air.” The product 
is available for immediate deliv- 
ery. No consumer advertising is 
planned. 


Directs Dress Institute 


Isabel McKay, for 10 years fash- 
ion coordinator of apparel for B. 
Altman & Co., New York specialty 
store, has been appointed exec- 
utive director of the New York 
Dress Institute. She succeeds 
Adelia Bird Ellis, who has re- 
signed. 


Appoints Tillinghast 

Alfreda S. Tillinghast, formerly 
on the copy staff of Bert Johnston 
Company and Kroger Company, 
Cincinnati, has been appointed 
copy chief of Associated Advertis- 
ing Agency, Cincinnati. 


Cheadle Resigns 


Charles R. Cheadle has resigned 
as manager of the publicity de- 
partment of C. C. Fogarty Com- 
pany, Chicago agency. 
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Gets Insecticide Account 


H. George Bloch, St. Louis, has 
been appointed to handle the ad- 
vertising of Associated Manufac- 
turers, Inc., St. Louis, manufac- 
turer of insecticides. 


Appoints Associates 

David Bascom, copy chief, and 
Bernard Schnitzer, account execu- 
tive, have been appointed asso- 
ciates in the Garfield & Guild Ad- 
vertising Agency, San Francisco. 
Charles Walden has been named 
general manager of the agency. 


Sheaffer Ups Stevenson 


Jack K. Stevenson, assistant 
manager of the western retail dis- 
trict of W. A. Sheaffer Pen Com- 
pany, Fort Madison, Ia., has been 
appointed assistant sales manager 
of the wholesale division. 


Joan Lane to Selznick 


Joan Lane has resigned as pub- 
licity director of Woman’s Home 
Companion, New York, to handle 
national magazine publicity for 
David O. Selznick, Hollywood. 


St. Louis Taxi 
Firm Emphasizes 
Courtesy Theme 


St. Louris—“Gentle” and cour- 
teous cab drivers here are getting 
the well-deserved backing of a 
radio spot announcement promo- 
tion. Ace Cab Company, new or- 
ganization with 75 cabs on the 
street and 75 more soon to be 
added to the fleet, has named Mars 
Advertising Agency to handle the 
promotion. 

Spots are being used on all five 
St. Louis stations to emphasize 
the courtesy and safe driving of 
Ace drivers, most of whom are 
war veterans. Other commercials 
use the slogans “Take an Ace to 
any place” and “Cream and Black 
will get you back”—the latter a 
reference to the cabs’ colors. 

Ace plans to install telephones 
in the cabs, and later advertising 
will stress this service permitting 
passengers to telephone (not for 
help, apparently) while in transit. 


Mead Appoints Hartman 


George H. Hartman Company, 
Chicago, has been appointed to 
handle the advertising of M. A. 
Mead Company, Chicago, for 
Boulevard watches. Magazines and 
Sunday newspaper rotogravure 
will be used for a campaign to be 
launched in September. 


Appoints Woodworth 


Leon M. Woodworth, formerly 
with the Schenectady Gazette, has 
been named senior state publicity 
agent in the department of com- 
merce, State of New York. 


Form Keck-Franke Agcy. 


Pete Keck and Roy A. Franke 
have formed the Keck-Franke Ad- 
vertising Agency, with main of- 
fices in Oconomowoc, Wis., and 
a production office in Milwaukee. 


Contracts for Washers 


Conlon Corporation, Chicago, 
has signed a contract with West- 
ern Auto Supply Company to 
manufacture ‘Wizard’ household 
washers and ironers for Western’s 
retail outlets. 


Parents’ Appoints Yulke 


Ed Yulke, formerly manager- 
editor of Air Trails Pictorial, has 
been appointed editor of Aviation 
Adventures & Model Building, one 
of the magazines in Parents’ 
Junior Quality Group, New York. 


Sponsors Newscast 


Grinnell Brothers, through 
Simons-Michelson Company, De- 
treit, has signed a $40,000 con- 
tract to sponsor the Harold True 
newscast over WWJ, Detroit, 6 to 
6:15 p.m. for one year. 


Three Appoint Grant 

Roney Plaza, Miami Beach, the 
McAllister, Miami, and the Boca 
Raton Club, Boca Raton, Fla., have 
appointed the Miami office of 
Grant Advertising to handle their 
advertising. 


Names William Grimm 
Clearing Machine Corporation, 
Chicago, has placed its advertis- 
ing with William K. Grimm, Chi- 
cago. A campaign will be launched 
in the fall, starting with the Sep- 
tember issues of Fortune and busi- 
ness papers in the machinery field. 
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W, EARL HALL 


Just a main street guy 


- BUT WHAT A GUY! 


AND WHAT A MAIN STREET! 


G81 +5 eine 
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In one month’s time (May 3 to June 
3, 1946) W. Eart HALL, Editor of the 
Mason Ciry Giope-GAZzETTE, was: 


© Saluted by lowa State Uni- 
versity through its Radio Sta- 
tion WSUI for the contribu- 
tions of his newspaper to 
both city and state. 


©@ Named a “Master Editor’ by 
the annual convention of the 
Iowa Press Association. 


®@ Called to Washington by 
President Truman as one of 
the nation’s chief leaders in 
traffic safety activities, and in- 
stalled as chairman of the 


National Committee for Traf- 
fic Safety, charged with the 
responsibility of gaining pub- 
lic acceptance and support 
for the safety program de- 
veloped at the President's 
Traffic Safety Conference. 


© Announced as state chairman 
for the Salvation Army’s 
“Marching Forward” cam- 
paign in Iowa. 


© Given an honorary degree 
as Doctor of Laws by Cor- 
nell College at Mt. Vernon, 
Iowa. 


The publisher and staff of the Mason 
Ciry G.Lope-GAZETTE are proud of 


L. P. LOOMIS, PUBLISHER 


these new honors that have come to 
one whom they have long regarded 
as Mason City’s most useful citizen, 
and Iowa’s best known unofficial per- 
sonality. 


They know that his efforts and activ- 
ities both as a newspaper editor and a 
radio commentator ... his weekly 
broadcasts originating at home town 
KGLO, are now heard over three 
5,000 watt stations and one of 1,000 
watts . . . have added largely to the 
well being and enlightenment of his 
home state, and helped greatly to 
make Mason City Iowa’s foremost 
community in the 30,000 population 
class, and the GLope-GazeETTE “North 
Iowa’s Daily Newspaper’. 


N CITY GLOBE-GAZETTE 
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Airborne ‘Fax’ 
Gets Tryout - 
on the Ground! 


NEwaArRK — “Airborne” facsimile 
got a land-locked but passably sat- 
isfactory demonstration here re- 
cently. 

Capt. W. G. H. Finch, developer 
of a sending-receiving radio fac- 
simile machine (AA, April 20), 
had hoped to show it in operation 
aboard a Capital Airlines-PCA 
airliner flying high over New 
York. A party of New York news- 
men traveled to Newark Airport 
to take off for the demonstration. 

Grounded by a low overcast, the 
party settled for a “taxi-ride” 
around the field in the plane while 
they watched the “fax” receiver 
grind out sample copies of Capt. 
Finch’s four-column “Air Press’ 
(AA, July 1), picked up on a 99.7 
megacycle transmission from the 
Finch FM station, WGHF, in mid- 
Manhattan. 

Obstacles around the airport 
caused much of the irregular legi- 
bility in the fax copy received, 
Capt. Finch explained; in the air 
the high-frequency signal would 
be stronger and free of interfer- 
ence, producing clearer copy. 


Used During War 


Airborne facsimile was used in 
wartime to record radar targets, 
but this was its first test in a 
commercial airliner, Capt. Finch 
said, and it demonstrated possi- 
bilities of its use to print news- 
papers for air passengers and 
weather maps for pilots. 

Richard E. Fell, eastern regional 
vice-president of Capital Airlines, 
told newsmen that the company 
is “very much interested” in pos- 
sibly installing fax receivers in 
new airliners now on order. 

The FM facsimile signal, lim- 
ited to a range of about 60 miles 
on the ground, could be picked up 
as far away from New York as 
Washington, D. C., by a plane 
flying at 18,000 feet, Capt. Finch 
said. 


Joins ‘Cosmopolitan’ 

Bradley T. Carroll, recently 
field director for the American 
Red Cross, has joined the Chicago 
sales staff of Cosmopolitan. 
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Ex-Announcer 
Prospects by Air, 
Wins Pot o' Gold 


BRIDGEPORT, CoNN.—They’re still 
airing the story hereabouts of the 
onetime announcer, Frank Har- 
rington Salerno, who went pros- 
pecting in a plane—and spotted 
the right place to dig. 

The -ex-announcer, son of a 
Bridgeport dentist, only two years 
ago was working with Station 
WNAB here. His exploits since 
then were recited the other night 
via a “We, the People” broadcast. 

Salerno left Bridgeport to take 
an announcing job with NBC in 
Detroit, later shifting to the CBS 


. outlet in the motor capital. While 


vacationing in Toronto he met 
a Russian prospector, Mike Mitto, 
who had spent some 28 years 
hunting for gold in Alaska and 
the Northwest Territory. They 
talked over prospects and Salerno 
decided to quit his radio job and 
hunt for gold. 


THIS BOOK 
SHOWS YOU 
HOW TO 
USE 


SEND FOR 
YOUR COPY TODAY! 


... it’s FREE! 


~ time and money— 
use the valuable informa- 
tion in this free book. It 
tells how to prepare FULL 
Color art work . . . describes 
how to use FULL Color easily 
and effectively . . . and it 
includes details of our ex- 
clusive FULL Color "Gang 
Run" Method that gives you 
colorful advertising material 
at moderate cost. Write on 
your company letterhead for 
your free copy—today! 


STECHER - TRAUNG 
LITHOGRAPH CORPORATION 


Rochester 7, N. Y. 
San Francisco 11, California 
Offices in Principal Cities 


* 
° | 


The partners staked a claim 
about 200 miles north of Yellow 
Knife, a location they picked dur- 
ing a survey of the countryside 
from a plane. They found gold, 
too, and Salerno recently sold his 
share of the claim for $175,000. 


Reynolds Names Griswold 


Reynolds Metals Company, 
Louisville, has appointed Gris- 
wold-Eshleman Company, Cleve- 
land, to handle sales promotion 
activities of its aluminum divi- 
sion. J. Walter Thompson Com- 
pany, New York, will continue to 
handle the company’s business 
paper advertising. 


Appoints Mullinix 


Harry B. Mullinix, previously 
in the Chicago office of Williams, 
Lawrence & Cresmer Company, 
has been appointed eastern man- 
ager of Farm & Ranch, with head- 
quarters in New York. 


Prints Memorial Book 


The Bell Telephone Company 
of Pennsylvania has designated a 
special issue of its employe maga- 
zine, “The Telephone News,” as a 
service issue. The 120-page book, 
84x11 inches, lists the service 
careers of 1,818 Bell workers. 


Launches Tissue Books 


Diamond Match Company, New 
York, has introduced a lipstick 
tissue booklet, purse-size packet 
of 14 tissues carrying advertisers’ 
messages on the covers. The tis- 
sues will be distributed by retail- 
ers, laundries and other institu- 
tions patronized by women. 


To Baker & Hosking 


John Hand & Sons, Inc., manu- 
facturer of fabrics, has appointed 
Baker & Hosking, Inc., New York, 
to handle its account. Plans for 
a fall merchandising, advertising 
and promotional program are 
under way. 


Swift Endows 
Meat Marketing 
Study by College 


Cuicaco — Armed with $13,000 
granted by Swift & Co., North- 
western University will begin 
work late this year on a market- 
ing survey of meats and by-prod- 
ucts. 

Prof. Fred E. Clark, who will di- 
rect the research, said the study 
will take two or three years, and 
although plans are still nebulous, 
virtually all sales phases of the 
meat industry will probably be 
covered. Much of the work will be 
done by qualified Ph.D. candidates. 

Pending the appointment of a 
committee to handle the survey, 
work is expected to begin in De- 
cember. The marketing survey is 
expected to supplement previous 
surveys which the university has 
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made for Swift on a variety of 
subjects. 


Allied Appoints Harvey 

Harvey Advertising Agency, 
Chicago, has been appointed to 
handle the advertising of Allied 
Beauty Products Company, Chi- 
cago, manufacturer and distributor 
of beauty parlor equipment. 


Ken Noble Agcy. Formed 


Ken Noble Ltd., advertising and 
publicity agency, has been formed 
in Wilmington, N. C., by Ken R. 
Noble, former city editor of the 
Wilmington Star and Sunday Star- 
News, and J. P. Pretlow, former 
promotion editor of the Washing- 
ton News. 


Westheimer Names Three 


Emma D. Brohr, William. H. 
Mullgardt and William Wider, ac- 
count executives, have been 
named vice-presidents of West- 
heimer & Co., St. Louis, 


BUYER? oF 


Should Know What 
UCTS CORPORATION 


/ | Gan Do For Them : 


Equipment and Organization-is unusual-—-Operation-is Day and Night. 


Printing Counsel is given on Economical Production and Proper Quality. 
Advertising Counsel is given on Methods, Copy and Illustrations. 


~——_ PRINTING PROD 


SPECIALISTS IN THE PRINTING OF 


CATALOGS - PUBLICATIONS 


and printing requiring the same kind of equipment and organization to 
produce, such as Booklets, Price Lists, Flyers, House Organs, Convention 
Dailies, Proceedings of Conventions, Directories, College and Institutional 
Year Books, Paper Covered Books, Larger Quantities of Circulars, etc. 


ha is a large volume of the kind of printing Printing Products 
Corporation is best ee and organized to produce, so if in 

doubt, it is best to write or phone what is wanted and information will 

be promptly given. 

Here is complete equipment and organization to handle all or any part 

of printing orders in which we specialize—from ILLUSTRATIONS 


and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt o 


Business methods and financial standing.are the best, which statement 
is supported by customers, supply houses, credit agencies, First National 


cuts and copy until delivered. 


eG: 


Bank of Chicago and other banks. Dun & Bradstreet, Inc., rates Printing 


Products Corporation and associates over $1,000,000 highest standing. 


because of up-to-date equipment and best workmen. 


because of automatic machinery and day and night operation. 


because of superior facilities and efficient management. 


Proper Zuality 
Zuich Delivery 


Right Price 


the great 


| distributing point.. 


A — connection with a large, reliable printing establishment 
will save much anxiety regarding attentive service, 


quality and delivery. 


| Printing 


LUTHER C. ROGERS 
Board Chairman and 
Management Advisor 
L. C, HOPPE 
Vice Chairman 
and Managing Director 
A. R. SCHULZ 
President and 
Director of Sales 


PRINTER SPECIALISTS 
Artists - Engravers - Electrotypers 


Telephone Wabash 3380——Local and Long Distance 
Polk and La Salle Streets, Chicago 5, Illinois 


A large, efficient and completely 
equipped printing plant. 
{The former Rogers & Hall i 

Company plant) 


New Display Type 
for all printing orders. 
Clean Linotype 


Monotype and Ludlow 
typesetting. 


| All Standard Faces 


of type and special 
faces, if desired. 


_ Good Presswork— 
one or more colors. 


Facilities for Binding 


as fast as the presses 
print. 


Mailing and Delivery 


service as fast as | 
copies are completed. 


A SAVING is often obtained 
in shipping or mailing when 
printing is done 
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HE FORMER ROGERS AND HALL CO 


in Chicago, 
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H. J. WHITCOMB 


Vice President anti 
Assistant Director of 
Sales 


L. C. HOPPE 
Secretary 
W. E. FREELAND 
Treasurer 
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Women are the confidential sex. They 
phone each other, write each 
other, stop each other on the street—to 


confide in each other. Confession, in 


At least they think so. 


2 


Proving it, the women who buy True Confessions every 
month avidly read its stories written in the first person. 
The “T” who tells a story in True Confessions opens up 
the heart of the woman reader—powerfully evokes her 
sympathy—makes her laugh or cry as the situation 
demands. That, gentlemen, is “I’’ appeal. It is the basic 
reason for the continuous popularity of True Confessions, 


last year’s largest ABC newsstand seller. 


short, is vital to women. ; 
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the advertising man an ideal opportunity 
to tell the features of his product.When 


But “I” appeal is more than that. It gives 


the reader’s in a particularly receptive 
mood, when she’s open to suggestion, 
when she’s free of suspicion—that’s the ~ 
time your advertising story can make 


its deepest impression on her. 


A 


The average True Confessions reader 
is a young, married housewife— 
usually between twenty and thirty 


years old, with more than one child. 


She’s in the market for millions of 
dollars’ worth of goods—and 


she spends millions every year. 


O 


You have a unique opportunity to sell the 
young housewife on your product when you 
advertise in True Confessions. Combine its “T”’ 


appeal with your advertising’s “Buy” appeal— 


you’ll see why True Confessions 


is a really hard-pulling medium. eact wy 


LHe ONPOSSIONS seer ecroccoeere-.-ecvw 


WORLD’S LARGEST PUBLISHERS OF MONTHLY MAGAZINES 


She enjoys a good, steady income. : 
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Marsh Joins Bolan 


Wendell Marsh, formerly with 
the agency division of Keller- 
Crescent Company, Evansville, 
Ind., has joined Charles W. Bolan 
Company, St. Louis, as an asso- 
ciate. 


Joins ‘Star-Times’ 

John Marston, formerly director 
of public relations of Drake Uni- 
versity, has joined the St. Louwis 
Star-Times as promotion man- 


ager. Before joining Drake Uni- 
versity, he was promotion man- 
ager of the Des Moines Register 
and Tribune. 


Increases Ad Budget 

The Pioneer Valley Association, 
Springfield, Mass., has increased 
its fund for national advertising 
to $21,222 since May 21. Mem- 
bership in the association, com- 
posed of utilities, banks, stores and 
<4 types of business, now totals 
1,346. 


St. 


narrow road. 


Paul Covers Half 
the 9th Largest Market! 


® Advertisers will find that St. Paul sales poten- 
tials “AIN'T hay", although St. Paul on a mar- 
ket map looms as big as a load of hay on a 


Nearly 800,000 population with more than 
$1,000,000,000 effective annual buying income 
makes St. Paul-Minneapolis the 9th largest mar- 
ket in the United States.* 


The St. Paul half is covered onl 
St. Paul Dispatch-Pioneer Press wit 
combined city zone circulation. No other daily 
newspaper has even as much as 10%, coverage 
of St. Paul families. 


*From U, S. 1940 Census. 
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“ST. PAUL DISPATCH PIONEER PRESS 


“Sater 


PAUL, MINNESOTA 


NEW YORK, 


RIDDER-JOHNS, INC.—Natfional Representatives 


CHICAGO 
342 Madison Ave. Wrigley Bldg. Penobscot Bldg. Dispatch Bldg. 


DETROIT ST. PAUL 


MORE ADVERTISERS 
USE MORE SPACE 
IN 


THAN IN ANY OTHER 
OUTDOOR MAGAZINE 


Coffee Sales 
Skyrocketed by 
Outdoor Panels 


St. Lours—General Grocer Com- 
pany, St. Louis, is currently reap- 
ing a thumping big harvest in 
sales after successfully sowing the 
countrysides of four states with 
outdoor panels boosting Manhat- 
tan coffee. With more than 1,000 
panels in Illinois, Indiana, Mis- 
souri and part of Arkansas carry- 
ing for the most part Manhattan’s 
label plus a laconic “Mountain 
Grown” or “Like Fresh Foods,” 
Manhattan now claims to be the 
largest outdoor advertiser in the 
Middle West. 

In addition to the outdoor pan- 
els, Manhattan is using about 50 
three-minute radio spots weekly 
over five radio stations giving 
timely tips on hot weather uses 
for coffee, tie-in announcements 
regarding price control and other 
timely features. 

According to Dana Brown, ad- 


vertising manager, Manhattan 
coffee has experienced tremendous 
sales gains during the past two 
years and is planning a major 
expansion. 

Olian Advertising Company, St. 
Louis, is the agency. 


Plans Biggest Drive 


Casco Company, Canton, O., 
which recently added Casco aspi- 
rin to its line, is completing plans 
for the strongest sales and mer- 
chandising program in its history. 
Sampling and radio will be used 
mainly in the 1946-1947 campaign, 
supplemented by merchandising 
and sales aids for dealers. 


Appoints Seidel Agency 

Quentin Plastics Mfg., Brook- 
lyn, manufacturer of Pistolite, has 
placed its account with Seidel Ad- 
vertising Agency, Consumer maga- 
— and business papers will be 
used. 


Harms to Hollingbery 

Bill Harms has joined George P. 
Hollingbery Company, radio rep- 
resentative, Chicago. 


Advertising Age, July 22, 1946 


Ohio Papers Organize. 
Ohio Weeklies, with headquar- 
ters in Wellington, has been in- 
corporated for the purpose of 
soliciting state and national ad- 
vertising for its members. The 
organization will admit to mem- 
bership weeklies, semi-weeklies 
and_ tri-weeklies. Incorporators 
are J. B. Robinson, Willoughby; 


‘Cc. W. Griswold, Columbiana; Ray 


Miller, Paulding, and Gardner H. 
Townsley, Lebabon Star. 


RCA Promotes Watts 


W. W. Watts, general sales man- 
ager of the RCA Victor division 
since last February, has been 
elected vice-president in charge of 
the division’s engineering products 
department. He succeeds Meade 
Brunet, new managing director of 
the RCA International division. 


Appoints Twiss Agency 

Davis Filtration Equipment 
Company, New York, has placed 
its advertising with the House of 
J. Hayden Twiss, New York. Busi- 
ness papers and direct mail will 
be used. 


Not when proofreaders are trained with an eye 


to good spacing and balance... not when each 


is an expert in good composition... good 


punctuation. .. spelling. 
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Most Department, 
Furniture Stores 
to Handle Radios 


NEw YorK—Radios will be mer- 
chandised more extensively by 
furniture dealers than in prewar 
days, according to the findings of 
a survey just completed by the 
research division of Home Fur- 
nishings on “The Coming Market 
for Radios in Furniture and De- 
partment Stores.” 

Whereas 91% of the furniture 
stores surveyed carried radios be- 
fore the war, 93%% “definitely 
plan” to carry them now; 78% 
of the furniture departments of 
department stores stocked radios 
before the war, but 86% now ex- 
pect to carry them. 

Other findings: 

Buyers in most furniture and 
department stores expect to carry 
three or more nationally adver- 
tised brands for an adequate as- 
sortment of sets. 

A “substantial” number of stores 
in both categories have not settled 
upon all of the brands they will 
carry and are still open for one 
or more lines. No store reporting 
in the survey expected to depend 
exclusively on private or unad- 
vertised brands. 


Want Makers to Set Prices 


The department stores were 
evenly divided on whether the 
manufacturer should fix the trade- 
in allowance on old radios, but 
65% of the furniture stores pre- 
ferred to fix it themselves. 

The retail price of new sets 
should be fixed by the manufac- 
turer, said 65% of the furniture 
and 77% of the department stores. 
Some buyers were careful to 
specify, however, that the manu- 
facturers’ prices should allow ade- 
quate margins of profit. 

The buyers were interested in 
sets to retail from $10 or less to 
$300 or more, in some cases even 
to $1,000 or more. 

With only three ' exceptions 
among those responding, the stores 
felt the “average customer’ does 
not know enough about television 
yet to select a set intelligently. 


Daly Joins Lasky 


John C. W. Daly, formerly ac- 
count executive of Garfield & 
Guild, Advertising, has joined the 
executive staff of Lasky Company, 
with headquarters in the agency’s 
San Francisco office. 


GREENSBORO: 


1945 Facts 


Effective Buying Income 


per Capita... $1,364 
ee $694 
National... $1,036 


sok 
Retail Sales. . $51,648,000 
Per Cent of State. . 4.36 


Greensboro's Population 
1.91 Per Cent of State 


*Sales Management 


GREENSBORO 


NEWS-RECOR 


Sa aes 
‘Jann & Kelley, ae 


Nelson Agency Moves 


Raymond E. Nelson, Inc., new 
New York advertising and pro- 
duction agency, has consolidated 
its temporary uptown and down- 
town offices at permanent quar- 
ters at 341 Madison Ave. 


ATF Elects Officers 


Edward G. Williams, executive 
vice-president of American Type 
Founders, Inc., and president of 


Corporation, Elizabeth, N. J., has 


American Type Founders Sales | N 


ie a OP are 


been named president of both 
companies, which recently became 
wholly -owned associated com- 
panies of ATF, Inc., newly-formed 
holding company (AA, July 8). 
Carl D. Proctor will be vice-presi- 
dent in charge of domestic sales 
and Louis E. Pleninger will be 
vice-president in charge of export 
sales for the sales corporation. 


Theobald Names Bruck 


Theobald Industries, Harrison, 
J., has appointed Franklin 
Bruck Advertising Corporation, 
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New York, to handle initial news-| plans are still in the formative 
paper and radio advertising on a|stage. The company also distrib- 


new 


synthetic product, 


Atomic|utes Mercury soaps and com- 


Suds. Marketing and advertising| pounds on a national basis . 
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Store Appoints Kimball 


Davis Schonwasser Company, 
San Francisco women’s specialty | 
store, has placed its national ad- 
vertising with the San Francisco 
office of Abbott Kimball Company. 


Roth Retires 


George Roth, Milwaukee area 
sales manager for Standard 
Brands, Inc., for the last five 
years, has retired after 33 years 


' with the company. 


The people in the rich Red 
River Valley have proven 
by their listening habits 
that WDAY is by far their 
favorite station! Here are 


the actual figures: 


WDAY GETS 61.49%, OF 
THE AUDIENCE IN 
ITS COVERAGE AREA 


STATION B GETS 
9.5% OF THE) 
AUDIENCE 


STATION C 
GETS 7.2% 


oe 


‘FREE 6 PETERS, Inc, 
National Representative. 


Winchell Rates First 
on Pacific Coast 


The June Pacific Network 
Hooperatings report shows Walter 
Winchell in first place among the 
first 15 programs on the Pacific 
Coast, with the Aldrich Family 
second and Blondie third. 

The report shows an average 
evening audience rating of 6.5, a 
decrease of 1.1 from the May re- 
port, and a decrease of 0.7 from 
the rating for the same period in 
1945. The average daytime audi- 
ence rating is 3.2, down 0.5 from 
the last report, and a decrease of 
0.5 from a year ago. 


Collen Joins Chason 


Richard L. Collen has resigned 
from the Sterling Advertising 
Agency, New York, to become ac- 
count executive of Herbert Chason 
Company, New York agency. 


Handles Coast Ads 


American Girl, published by the 
Girl Scouts, New York, has named 
Hannon & Willson, Los Angeles, 
representative on the Pacific 
Coast. 


Soap, New Suits, 
Prizes in French 
Coal Marathon 


Paris—The French government, 
unhappily aware of decreasing 
coal -production, began recently, 
through newspaper copy, radio 
repetition of slogans, brochures 
and posters, to prod French miners 
into getting out more coal for 
France’s own “battle of produc- 
tion.” 

In a sort of production contest, 
imaginative French officials went 
after the miners’ interest with an 
appeal generally used for sales 
forces in this country, set up 
“thermometers of production” for 
each pit. Achievement of given 
quotas brings each miner prizes 
ranging from a pound of soap to 
a new suit. Chocolate, as a prize, 
is harder to win than soap. Last 
reports indicated that nobody as 
yet has won a new suit; winners 
are still at the soap and chocolate 
stage. 
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French government and mining 
officials said that the scheme is 
working, and are busily preparing 
more brochures. What the per- 
centage of increase in coal pro- 
duction is, nobody has reported. 


Lovens Appoints Long 


Floyd T. Lovens, San Jose, Cal., 
has appointed Long Advertising 
Service, San Jose, to handle a 
campaign for its Thompson reel 
division. Consumer magazines and 
business papers will be used. 


Changes Trim Size 


Effective with the September 
issue, Rock Products and Rock 
Products Operator, Chicago, will 
have a trim size of 8%4x11%4 
inches, and a new bleed plate size 
of 834x11% inches. 


Prentice Names Heath 


Ellis K. Heath, who has been 
advertising manager of Graton & 
Knight Company, Worcester, 
Mass., has joined Reed Prentice 
Corporation, Worcester, in the 
same capacity. 


fm ~%? 
> IMPOSING group of Successful advertising executives 

and advertising agencies find this a lucky number. It en- 
ables them to usea serviceconsisting ofad-setting, engraving, 
and printing—all undérone 160f... Specially trained men are 
always on their to€és,to Serve you so well that you will come 
back again. We-can lighten your burdensSand at the same 
time produce better and more profitable Prihting for you— 
at a saving of timex People and money, Phone Whitehall 2300 
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CORPORATION 
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Hornung Publishes 
Book on Lettering 
and Trademarks 


Cuicaco—Clarence P. Hornung, 
designer of type faces, books and 
trademarks, has compiled a col- 
lection of more than 100 old and 
modern type and hand-lettering 
designs to form a source-book for 
book craftsmen, artists, agency 
men and others seeking models 
on which to base new designs. 

Titled “Lettering from A to Z,” 
the 150-page book has been pub- 
lished by Ziff-Davis Publishing 
Company at $5. It includes a 
chapter on the origin and develop- 
ment of each letter in the alpha- 
bet, samples and analyses of many 
classic and modern type and hand- 
lettering faces, a chapter on de- 
sign of monograms and a final 
chapter on trademark design. 

Discussing trademarks, Mr. 
Hornung, who has designed them 
for the National Association of 
Manufacturers, International 
Nickel Company, Doughnut Cor- 
poration of America and many 
others, emphasizes that trade- 
marks today, as thousands of 
years ago, are used essentially ‘‘to 
apply to a vendible article of 
commerce a mark _ designating 
origin and identity of maker, 
simple to reproduce and easy to 
recognize.” 

He suggests that the trademark 
be considered “a poster problem 
in miniature,” that it be readable 
at five feet in postage-stamp size, 
have meaning obvious to a five- 
year-old, and “its entire design 
must be reduced to a least com- 
mon multiple of thought.” 


Mystery Shows Shift 


“Mysterious Traveler,” a weekly 
adventure story, returned to the 
air Sunday, July 14, over the 
Mutual network, 3-3:30 p.m., CDT, 
replacing “Mystery Is My Hobby,” 
which moved to Sundays, 9-9:30 
p.m., CDT. “Mystery Is My Hobby” 
replaces “Freedom of Opportu- 
nity” previously heard at this time. 
Mutual Benefit Health & Accident 
Association, Omaha, former spon- 
sor of “Freedom of Opportunity,” 
sponsors “Mystery Is My Hobby.” 


Ziv Appoints Colbourn 


E. L. Colbourn, account execu- 
tive of Frederic W. Ziv Company, 
has been appointed to represent 
the company in Michigan, with 
headquarters in Detroit. 


.. Iw keeping with its policy of con- 
-  tinuing editorial improvement, The 
Dallas Times Herald has taken an- | 
ether step forward. It now enriches 
the coverage of national and inter- 
© national news with the addition of — 
the complete services of the New © 
York Times Syndicate, seven days a 
week. This additional service com- 
plements the AP, UP, INS and AP 
WirePhoto services. i 


THE DALLAS 


Purchases Camera Firm 

Curtiss - Wright Corporation, 
New York, has purchased the Vic- 
tor Animatograph Corporation, 
Davenport, Ia., maker of 16 mm. 
motion picture projectors, cameras 
and allied equipment. Alexander 
F. Victor will continue as presi- 
dent of the company bearing his 
name, and Samuel G. Rose will 
continue as executive vice-presi- 
dent. 


Conducts Clinic Series 

On July 15, F. L. Jacobs Com- 
pany, Detroit, began a coast-to- 
coast series of distributor-dealer 
meetings for Launderall, the com- 
pletely automatic home laundry, 
in Louisville. The meetings, com- 
bining sales and service in all- 
day sessions, are conducted by 
J. W. Stigall, Launderall sales 
manager. The 28th meeting, which 
is the last, will be held Aug. 26 
in Seattle. 


Lipson Agency Moves 

Maurice G. Lipson, Indianapolis 
agency, has moved its offices to 
larger quarters at 731 Lemcke 
building. 
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DALLAS’ GREATEST NEWSPAPER 
Represented by 
THE BRANHAM COMPANY 


Well do we recall when in our boyhood the magi- 
cian came to the Opera House in our town. Stock 
companies that made one night stands did not interest 
us—it was only so noble a person as the magician 
who stirred our imagination and moved us to earn the 
price of admission that we might be awed by his 
magic and sleight of hand. 


On one particular occasion when a volunteer was 
called to assist in the trick of producing quarters and 
half dollars from the eyes, ears and nose, we suffered 
slight bodily injury in the rush—but we were chosen, 
and great indeed was our ecstasy. 


We never did learn the magician’s secrets, but we 
do know that while his feats of magic amazed us, they 
were only tricks. The half dollars and quarters were 
concealed up his sleeves and he withdrew them as 


Me” eceresen 
4% 


needed. Our boyhood illusions were shattered—but 
we survived. 


The way advertising in the Sun-Telegraph produces 
such gratifying—yes, even amazing—results some- 
times seems magical . . . merchants themselves tell 
us so. There’s no magic involved, though .. . it’s simply 
the fundamental fact that Sun-Telegraph families 
have the money to spend and they do spend it. Why, 
they spend well over $7,000,000 a year with us... just 
to have their favorite newspaper in their homes, 
seven days a week. They are our customers simply 
because they prefer the Sun-Telegraph as a news- 
paper. They are the customers, too, of any merchant 
and manufacturer who makes them so by advertising 
to them in their favorite newspaper. No, nothing 
magical . . . just logical and: fundamental. 


tk ue nee Pam f mee: < Se =f ey is, z dakar “ es gee rs ih ae Sa See ey Bi | % _ ol * cs ¥ eh ns cP q aie = iat am : ii ee 
erst eee Bs ; me: as ; : i. Wii ia Ce eee Sa eh esos ae 
—— EEE : : ———— ne 
: ae 
ae — | 
7 
nag, 
—————— —— 2 — i ee oe ee = ; Blige" 
ee ; ——| - | x —— ry ¥ | oie 
VS - ' Pas Tel. : 
mS =) |i 7 SF 3 an : 
| ee SE 
mec Be | CE | ae tele 
eens | mk alsa we: 
ee | nk . 
= — eo . : . oe 
vy RUS: a 
| i \t al , 
| LE WATION’S BUSINESS a 
, Bp Aenea — en 7 ps ca 
a | LTR ay Mihsetatteed | ia oe : 
ae ACRE RTI i ATURE 
a 
‘ - | et 2p i i 
| eee cadslonmner ancl, Clceg ; 
| : Oe a : a | | 2 ) tiem 
a or a | ~ _ = q eae il #%& i . a Eo : 
fe ee Roa ee se | = A *-. ee pe 
Be a ” " - Bee : “4 ‘ * : 4 eo \ 7 _ e 3 P « : \ i ae ai ith i: Bc er 
a o.K Ds eS ie .. & ie I oe a 
Jf . ae Mee 5 | 7 7 . a es ; ; a 5 eS 
et - 4 4 4 : ——- ay A Pe bee sg ase e.. tn a 
eee et 4 ; ¢ ae “ee aca re See ; ap ae re: = 
et ahah ee . ae <a if Bs Se =. ee Ste ae ee ‘ . oe ies ene 
ahah. Sa aa i a _— «4 a perme ee x die ER) : : n oe 
SI Se ae a — _ a * ? Pye oe ee re eas a oe pe. eC n er 
: ag ae ae SY 7 Es oe : ‘> i ore ge ae ‘ a : ae e “ a - ¥ a 
oer A we ” i a , Bea ae, , ~~ Ye ee 
| i ee SE e weer i 2 <.” & ee 2 ” : " ie ae ee 
a —_— ou belle i. oo fe 3 
rah (44 ¥ 4 ° ; 
ans MAGIC 7 
| MAGCl ; 
SD , 
, service " z an 
§ (ee 
mm mplete K o rete 
Boor YORK Y mn 
| “i gynoe 8 Ss 
| ie 
ees 
| | a. URG: 
, oS Bee 2777SBORCH 
betas | BO Qh” Me a 2 
| | SS 5 Pe r. 
| Ue fe ee . i 
ae lt gp At ee 2 A 
Be g78 a ee : 
pee | ia m4 a 
F . A igr, 
; re tha 
a | , TED NATIONALLY BY HEARST ADVERTISING SERVICE 
| j ie a OE CE EEE EE OE EE EE - pasar ee: 
ie GEO LOL ILE! EES CL ‘ 
Pe SMR OES oe Oe te Bi Le Pie EF | LVEDD OVE AGE: LIL! OL GABE WELLE I hig p y i ings gee GE wie, 


Sparkling Water 
Maintains Sales 
for Canada Dry 


Sugarless Mixer 
Prevents Possible 
Decline in Volume 


(Picture on Page 57) 

New YorkK—One of the most 
successful advertising campaigns 
by an American industry to de- 
velop new uses for an established 
product has been Canada Dry’s 
four-year effort to build the sales 
volume of its sparkling water. 

The wartime shortage of sugar, 
which severely curtailed produc- 
tion of Canada Dry ginger ale, 
previously the big volume item, 
set Canada Dry and its agency, 
J. M. Mathes, Inc., to searching 
out ways to keep total beverage 
sales up to their annual figure of 
approximately $30,000,000. The 
answer was found in the sugarless 
sparkling water. 

Until the spring of 1943, when 
the “new uses” campaign was 
launched, Canada Dry water had 
been promoté@ purely as a mixer 
for alcoholic beverages. The com- 
pany anticipated that the shortage 
of sweet mixers would increase 
consumption of sparkling water 
with liquor, but this would not 
be enough. The sugar quota in 
July, 1943 permitted only 70% of 
1941 production of sweet drinks. 
So Canada Dry launched a cam- 
paign to promote the use of 
sparkling water and ice with fresh 
or canned fruit juices and flavor- 
ing powders. Recipes for these 
summer drinks had been prepared 
by a home economist. 

Advertising in national maga- 


Call us Cocky 
— BUT WE KNOW 
BARRON’S READERS! 


We know beyond a doubt 
that BARRON’S 44,644 sub- 
scribers and additional iden- 
tified readers are more re- 
sponsive than most markets. 


When BARRON’S re- 
cently determined to identify 
25% of its readership by 
business position and func- 
tion, research directors ad- 
vised us to send question- 
naire letters to every sub- 
scriber in order to get an 
adequate response. 

BUT COCKY AS IT MAY 
SEEM, WE SENT QUES- 
TIONNAIRE LETTERS TO 
ONLY EVERY THIRD 
NAME ON BARRON'S CIR- 
CULATION LIST. And 
these subscribers came 
through! 6,775 out of 8,946 
responded, a robust 75.3%! 

Here are proved respon- 
siveness and reader confi- 
dence—the guide-posts to 
your veces i results—by 
an impressionable market of 
key executives who read 


BARRON’S for profit only! 

You are invited to write 
for a copy of the results of 
the Fact Finders Survey. 


BARRON'S 


—_—— BUSINESS AND FINANCIAL ay 7 


40 New Street, New York 4, N. Y. 


zines was not heavy—only one 
full-color ad in The Saturday Eve- 
ning Post the first year of the 
campaign (1943), five magazines 
in 1944, four in 1945, and three 
this year—Life, Parents’ and the 
Post. Single insertions in these 
magazines were staggered to ap- 
pear at two-week intervals in the 
spring and early summer. Ginger 
ale advertising was shifted to 
patriotic themes and_ curtailed 
somewhat in favor of sparkling 
water. Newspaper advertising, 
however, was shifted entirely to 
sparkling water, but here the “new 
uses” idea received only incidental 
mention in favor of the standard 
liquor-mixer copy. 

The magazine ads appeared at 
a time when sweet carbonated 
beverages were in short supply. 
The ads merely offered a solution 
—‘‘Make Your Own’”—and during 
the first two years a recipe book 
was offered via coupon. Thousands 
of requests poured in, not only in 
summer but right through De- 
cember, and are still coming in, 


two years after the last couponed 
ad appeared, according to W. S. 
Brown, Canada Dry advertising 
manager. 


Provides Unselfish Displays 


Realizing that success depended 
heavily upon dealer cooperation, 
Canada Dry enlisted their support 
through a concerted campaign in 
grocery trade papers, supple- 
mented by salesmen’s visits. Post- 
ers and mounted display pieces 
carrying the home-made _ soda 
theme were set up behind aisle 
and window displays of fruits, 
fruit juices and powdered flavor- 
ing together with Canada Dry 
water and recipe books. 

“Because the displays included 
unbranded related items and were 
therefore unselfish, they were 
popular with grocers,’ Mr. Brown 
said. About 50,000 off-shelf dis- 
plays were set up during the last 
three summers, he estimated, add- 
ing that more than any other 
single aspect of the campaign, 
these point-of-purchase displays 
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SEEKS NEW MARKETS—With drinks containing sugar cut severely, Canada Dry 
is busy ~— new uses for sugarless sparkling water. One of its current 


consumer ads is shown at right. At left is grocery trade ad which introduced 
the promotional idea last year. 


helped bring sparkling water into! used before. 
homes where it had never been At the outset of the campaign 
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a as well as surveys of other industrial areas will be 
+ aa sent to you. Write ) as Fi nsetts 


STATE OF OHIO 


Worthwhile No. Reached No. Copies 

Plants By M. & F. M. & F. 
Rated over $1,000,000 576 576 100% 1136 
750,000 to 1,000,000 121 121 100% 175 
500,000 to 750,000' 197 197 100% 326 
200,000 to 500,000 279 279 100% 352 
75,000 to 200,000 290 290 100% 326 
Others ? 579* 696 

Total 1463 2042 3011** 


*These are mainly the important unrated plants. 


**Tests show each copy of Mill & Factory is read by 5 or 6 plant 
executives. 
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Survey Reports. The Ohio 


for free copies. 
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Canada Dry distributed news-: repeatedly, for new recipes were 


paper ad mats and store display 
pieces to papers throughout the 
country. Many papers. printed 
these up in broadsides and cir- 
culated them to local retailers, in- 
viting tie-in advertising and sug- 
gesting the store display idea. The 
broadsides gave the address of the 
nearest Canada Dry office where 
mats, cuts, posters and merchan- 
dising help could be obtained. 


Much Publicity Secured 


Because the “new uses” theme 
was a previously unexploited idea 
in home economics, editors of 
women’s pages in newspapers and 
magazines accepted publicity re- 
leases “wholeheartedly,” Mr. 
Brown said. Issued weekly by the 
publicity department of Mathes in 
both mimeographed and mat form, 
these releases told women how to 
make their own beverages for par- 
ties, special occasions, or just to 
cool off on a hot day. Thousands 
of newspapers and radio stations 
received and used this material 


always forthcoming. Each sum- 
mer there was a new batch of 
them, and each summer the con- 
sumption of sparkling water went 
up. 

Reviewing the results of the 
past three summers, while the 
fourth campaign is well under 
way, Canada Dry officials point 
to their annual sales _ figures. 
While sugar rationing curbed 
sweet drink production in the last 
four years to successively 70, 80, 
50 and 60% of 1941 use (July 
quotas), the total sales of all 
beverages has been higher, dol- 
larwise, than before quotas went 
into effect. 

Increase in sparkling water 
sales more than made up for the 
enforced loss in sweet drink sales, 
AA was told, not only in terms 
of dollars, but even more in terms 
of volume of goods sold. How 
much of this increase can be at- 
tributed directly to the “new uses” 
campaign cannot be accurately de- 
termined, since more club soda 


was used as a mixer during the 
sweet mixer shortage too. 


Advertising Pace Maintained 


Another index to its success, the 
company points out, is that the 
total appropriation for advertis- 
ing (about $3,000,000 annually) 
was approximately unchanged or 
very slightly increased compared 
to pre-shortage years. 

Most significant aspect of the 
campaign, Canada Dry feels, is 
the fact that much of the boost 
will be permanent. Home-made 
sodas will not disappear from 
tables when bottled, flavored 
drinks return in quantity. Neither, 
it believes, will sparkling water 
ever return to its former status 
as exclusively a tavern or home 
bar mixer. 


Columbia Axle to Roy 
Ross Roy, Inc., Detroit, has been 
appointed to handle the advertis- 
ing of Columbia Axle Company, 
Cleveland. Automotive business 
papers will be used, to be followed 
later by consumer magazines. 


‘Blade’ Offers 
Patterson Speech 


“Newspapers, Public Opinion 
and You,” a speech made recently 
by Grove Patterson, editor in 
chief of the Toledo Blade, has 
been put into booklet form for 
distribution by the newspaper to 
colleges, libraries and others. 
Copies are available from the pub- 
lic relations department of the 
Blade. 


To McCann-Erickson 


Interstate Creamery Corporation, 
Cleveland, merchandiser of Babs 
evaporated milk, and Hupp Cor- 
poration, Cleveland and Detroit, 
contract manufacturer, have ap- 
pointed the Cleveland office of 
McCann-Erickson to handle their 
advertising. 


Kelley Opens Branch 


Russell T. Kelley Ltd., Hamil- 
ton, Ont., has opened a Toronto 
branch, with temporary offices at 
70 Victoria St. John M. Bingham 
has joined the agency as manager 
of the new office. 
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MILL & FACTORY’S CENSUS OF MANUFACTURERS 


able measure of the current indus- 
trial market by areas, the task of 
sales planning and of establishing sales quotas becomes 
one of crystal gazing. The last U. S. Government Cen- 
sus of Manufacturers was made in 1939. What changes 
have taken place in the seven intervening years? 

Beware of “dollar yardsticks”’ (value of output or 
sales, total wages, gross national product, value added 
by manufacture, etc.) in comparing 1930 with 1946. For 
in terms of the 1939 dollar, the 1946 dollar is worth only 
60 cents. 

A valid measure of the industrial market today must 
reveal the number of worthwhile plants currently 
operating in any area. If it were possible to add to 
these data the number of executives with buying author- 
ity in these plants, the result would be a guide of im- 
measurable value for sales and advertising planning. 


Wate mea an up-to-date, depend- 


A RELIABLE GUIDE 
FOR TODAY’S PLANNING 


Fortunately, there is a reliable measure of today’s indus- 
trial market: MILL & FACTORY’S Census of Manu- 
facturers. MILL & FACTORY on-the-spot surveys of 
industrial establishments are a series of timely, con- 
tinuing studies. The facts and figures are derived 
through the cooperation of 1450 salesmen of leading 
industrial distributors— men in constant touch with 
every important industrial area in the country. From 
an exacting study of particular industrial areas started 
over a year and a half ago, these reports have been grad- 
ually expanded to include entire states, and ultimately, 
the whole country, ; 


ee. a@ Trustworthy Guide to More Effective Selling 


MILL & FACTORY IN UNIQUE POSITION 
TO GIVE YOU AUTHORITATIVE FACTS 


MILL & FACTORY is in a unique position to make 
these authoritative surveys because of MILL & 
FACTORY’S method of distribution through sub- 
scriptions paid for by industrial distributors. MILL & 
FACTORY’S “circulation staff” is the 1450 salesmen of 
135 strategically located distributors. They “live” in 
customers’ plants. They know exactly who’s who in 
each plant. They know each executive with buying 
authority. That is why their on-the-spot reports give 
you a dependable picture of today’s industrial markets. 


SCREENS OUT USELESS CIRCULATION, 
DELIVERS 100% VALUE FOR YOUR 
ADVERTISING DOLLAR 


The innumerable changes in industry since 1939 make it 
imperative that today’s advertiser get a satisfactory 
answer to this difficult question: How can I be sure that 
my message is getting key-man coverage with the mini- 
mum amount of useless circulation? 


MILL & FACTORY’S Census of Manufacturers pro- 
vides an invaluable guide to sales and marketing execu- 
tives and to MILL & FACTORY in determining exactly 
who’s who in any industrial market. It takes guesswork 
out of market potentials. For this reason, experi- 
enced advertisers are using MILL & FACTORY’S 
figures to measure their advertising coverage by depend- 
able standards. They know that MILL & FACTORY 
“pin-points” the executives with buying authority in 
the worthwhile plants throughout the country. 


In Sales Management’s 


June 1 issue, Hempstead 


Town took over the lead 


High-Spot City position... 
with a gain of 115% over 
June 1939 retail’ sale(s). 
Estimated volume for: the 
month was $25,000,000 .. . 


money spent here, at home. 


Because Hempstead Town 


is a home market . . . with 
79% of its dwellings single 
dwellings, 58% of its 
home (s) owner-occupied, 
and because Hempstead 


Town women are intensely 


loyal to local stores and 
shop here to the tune of 
$223,000,000 a year... you 
can reap plus sale(s) in this 
prosperous market by using 
the NDRS*, the only news- 
paper concentrating its cir- 
culation (more than 907% ) 
within the A. B. C. boun- 
daries . . . the only newspa- 
per edited primarily to sat- 
isfy Hempstead owners’ 
daily interest in the local 


scene, 


HEMPSTEAD TOWN 


Gross Income .$476,307,000 
Net Income 

(after taxes) .$385,316,000 
Retail Sales . .$223,511,000 
Food Sales ... .$78,266,000 
Drug Sales .....$8,702,000 


(Sales Management 1946 Survey 
of Buying Power) 


* NASSAU DAILY 
REVIEW-STAR 


Published daily, except Sunday 4c a copy 


HEMPSTEAD TOWN, L. I., N. Y. 


Executive Offices: 
ROCKVILLE CENTRE, N. Y. 
National Representatives: 


LORENZEN & THOMPSON, Inc. 
New York — Chicago — St. Louis 
San Francisco — Los Angeles — Detroit 
Cincinnati — Kansas City — Atlanta 
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Leaders of Licensed Beverage | 


Industries, Inc., newly - formed 
super association for the alcoholic 
beverage industries, 


should be part of its public rela- 
tions program, They are not 


‘customers of farmers, 


agreed, however, as to the form 
and objectives of such a com- 


| paign. 
are agreed 
that a paid advertising campaign | 


One of them would like to em- 
phasize the economic importance 
of these industries—as employers, 
etc., and 


Effective coverage of this 
papersine part of INDIA 


ate 
ele 


tier 


Provinces. 


Published in Delhi—India’s Capital City 
— The Hindustan Times ranks as the 
= foremost English language Daily in Delhi 
Province, the Punjab, North-West Fron- 
the United Provinces, 
Pajputana, Central India and the Central 
Its popularity among the mid- 
dle and upper classes is a fact which 
should not be neglected by advertisers. 
In the same areas, Hindustan (in Hindi) 
TSS - is equally popular among the vast ma- 
— jority who are strangers to English. 


Province, 


ol he hindustan Cimes 


(in English) 


Hinoustaw 


(in Hindi) 


By reason not only of the wide coverage afforded by these two popular 
Dailies, but of the quality of the readership, The Hindustan Times (in 
English) and the Hindustan (in Hindi) are highly effective media for 
They should find a prominent place in every Indian ad- 


advertisers. 
vertising schedule. 


‘Rates, specimens and full particulars from: 


THE HINDUSTAN TIMES, LTD. 


2/3, Salisbury Court, 


Fleet Street, London, E. C. 4. Cables: Hintimes London 


930 


New York Philadelphia Chicago 


LINES 


In Total Advertising 


DURING FIRST 
SIX MONTHS 


* - & 


FALL RIVER CONTINUES TO BE ONE OF 
THE “HIGH SPOT” MARKETS IN NEW ENGLAND 


| FALL RIVER HERALD-NEWS | 


Detroit 


106 
GAIN 


_ FALL RIVER, MASSACHUSETTS ~~ 
Represented Natiovally by KELLY- SMITH Co. 


ie 
aS 


taxpayers—in each state. The 
campaign, in newspapers, would 
be tailor-made to each state. 


* a % 


The United States Pulpwood 
Committee, New York, on June 30 
ended its campaign, through C. L. 
Miller Company, to get farmers 
and others to cut more pulpwood., 
The American Paper & Pulp Asso- 
ciation, New York, however, is 
now considering several plans for 
a long-range institutional cam- 
paign for pulpwood. 

The committee’s campaign ran 
consistently for several years in 
country weeklies and small town 
dailies throughout the East and 
South and parts of the Middle 
West- 


* % a 


Although the National Publish- 
ers Association is not releasing 
the results of its survey of paper 
use in the magazine publishing 
industry, NPA says that it shows 
that the magazine industry is not 
using a greater proportion of the 
total paper production than it was 


in 1942. Paper use has increased 
in proportion to increased produc- 


tion, the survey shows, but the 
magazines’ share has not in- 
creased. 

% * * 


New expansion in home insula- 
tion and allied products is being 
planned currently by the Eagle- 
Picher Company, Cincinnati, O., 
103-year old maker of lead and 
zinc pigments, lead-in-oil painting 
materials and natural lead metal 
products. New products will go 
on the market late in 1946 or in 
early 1947. 

Despite the fact that it has not 
yet located comparable space else- 
where, Eagle-Picher has sold its 
plant facilities in downtown Cin- 
cinnati. The firm is currently up 
against a terrific shortage of raw 
pig lead. 

* % * 

Britain’s new national health 
bill, now being enacted into law, 
is expected to have no effect on 
the sale of well-established patent 
medicines, since the majority of 
these products are offered for 


~~ 
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simple ailments not requiring a 
doctor’s aid. The Minister of 
Health, however, has. already 
promised to investigate advertis- 
ing claims for such products and 
to see whether the government 
can provide, without legislation, 
“adequate and much-needed pro- 
tection for the public.” 

Newspaper and magazine ad- 
vertising of well-known lines has 
been considerably reduced. Aspro, 
for instance, has dropped down 
from a $680,000 pace in 1938 to 
about $85,000 now. Kruschen salts 
has dropped to the same annual 
rate from a 1938 appropriation of 
$300,000. 


Duff's Renews Schedule 

Duff’s Baking Mixes, New York, 
division of American Home Foods, 
has renewed its advertising sched- 
ule of 416 daily newspapers for 
the third quarter of 1946. Included 
in the schedule will be 358 news- 
papers carrying 50-line copy and 
58 newspapers carrying 200-line 
copy. W. Earl Bothwell Advertis- 
ing Agency, Pittsburgh, handles 
the account. 


| 
Boston Atlanta San Francisco | 


2 situa 


big volume 
publications 


tively, 


“vow REA 


important market, Small Town 


you must use GRIT, the only 


than 2,500 population. 


Ask your GRIT representative to 
show you the complete analysis of 
the ‘‘Big Six’’ Markets. i 


This happens so often to me! And I 
really shouldn’t be left under- 
covered! But so many folks use a4 


schedule of ‘‘urban’’ 


that gives them excel- Ss 


lent coverage in five of the “Big 
Six’’ Markets...but leaves my 
America, undercovered. 

And the solution is so simple. To 


reach Small Town America effec- a 


national publication that puts 75% 
of its circulation into towns of less 
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GLORIOUS 
news for lovers of fine coffe! 
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> INSTANT SANKA 
COFFEE 


ano mre cor Tf vou cnn omen ane mages 
SOLUBLE & SOPORIFIC—General 
Foods Corp. used this copy in the Daily 
Courier, Waterloo, la., to introduce its 
new instant Sanka coffee. Young & 
Rubicam is the agency. 


G. F. Introduces 
Instant Sanka 
in Midwest, East 


NEw YorK—To the growing list 
of soluble coffees, General Foods 
has added Instant Sanka, the first 
decaffeinated soluble brand to 
reach the market. The product has 
been introduced in Chicago and 
adjacent territories with news- 
paper, spot radio, point-of-pur- 
chase and dealer advertising, and 
is moving into the eastern market 
via New York shortly. 

Copy stresses the “instant fea- 
ture’ and relies on the Sanka 
name plus mention of “97% caf- 
fein-free’” and “made in the cup 
—you can drink it and sleep!” to 
complete the tie-in. “Automati- 
cally good coffee” and “made in- 
stantly in the cup” are other copy 
themes stressed in the consumer 
campaign, 

To dealers, introductory copy 
states that the new product “is a 
sure-fire seller . .. sure-fire be- 
cause the name Sanka is accepted 
as meaning the very finest de- 
caffeinated coffee.”’ Young & Rubi- 
cam is the agency. 


Bey Nneians Sanka ot grourm” Gomd matawrames ree samt 


Nyal of Canada Nears 


Store Saturation Point 

Nyal Company Ltd., Windsor, 
Ont., established as the New York 
and. London Company in 1884 as 
a subsidiary of Frederick Stearns 
& Co. of Canada Ltd., has added 
23 stores as agents this year, 
bringing the total close to 1,000. 
About 1,200 out of 3,500 pharm- 
acies in Canada have been set as 
a possible saturation point, said 
Ralph Henderson, assistant to Dr. 
J. Mark Hiebert, vice-president 
and general manager of the Fred- 
erick Stearns & Co. division, Ster- 
ling Drug, Detroit. 

Nyal has established a library 
of store modernization informa- 
tion which will supply on request 
from proprietors factual data on 
store layouts, lighting, show cases, 
types of flooring, etc. Within a 
month, Nyal representatives will 
be equipped with portable slide- 
film projectors and two merchan- 
dising films, one entitled “Growing 
Healthy Roots,’ which pictures 
ways to keep ahead of competi- 
tion, and the other “What Makes 
a Good Store Good,” detailing 
merchandising procedures. 


“Save me, Mortimer! I must listen to 
the Breakfast Club tomorrow on 
WFDF Flint.” 


Nash Quizzes Dealers 
Through Booklet 


Stressing closer cooperation and 
more consistent contact with its 
retail outlets, the Nash Motors 
Division of Nash-Kelvinator Cor- 
poration, Detroit, has mailed its 
dealers a “Quick Quiz on Your 
Product” booklet. Using radio quiz 
technique, the booklet refers to 
the recently issued 1946 Nash Data 
Book for dealers for the answers 
to the questions. 

Adaptation of the idea in news- 
papers, magazines and other 
media was seen as a possibility but 
no definite decision has been made 
as yet. 


Ads Ask Aid for Jews 


Five column, 14 inch ads were 
launched recently in the Detroit 
Free Press and Detroit Times by 
the Jewish Community Council of 
Detroit asking residents to join 
the Jewish people in seeking Pres- 
ident Truman’s aid in a just solu- 
tion of the Palestine matter. A 
coupon was included for mailing 
to the White House. The ads were 
released through Simons-Michel- 
son Company, Detroit. 


Teen-Age Columnist’s 
Works to Be Published 


At the ripe old age of 18, Sheila 
John Daly, girl columnist of the 
Chicago Tribune, will soon see her 
collected works printed by Dodd, 
Mead & Co., New York. The book 
“Personality Plus,’ will be a col- 
lection of Miss Daly’s columns, 
“On the Solid Side,’ written for 
the Chicago Tribune and appear- 
ing in 18 other newspapers 
through syndicate arrangements. 


Prints Folder on Lights 


Sylvania Electric Products, Inc., 
New York, has issued a folder 
titled “Fluorescent Lighting in 
Your Own Home,” which contains 
photographic illustrations of the 
company’s line of modern residen- 
tial fixtures installed in model 
homes. 


Gets Bread Account 


California Baking Company, 
San Francisco, baker of Holsum 
bread, has appointed the Pacific 
Coast Advertising Company, San 
Francisco and Hollywood, to 
handle its account. 


YOUR DISTRIBUTION PROMOTION PLANS WITH 


SA LARHEAD-— LEADERSHIP AT “POINT OF SALE” 


Don't Be Satisfied with Ordinary 
DISPLAYS 


Way We Suggest... 


Now is the time to employ our counsel 
and services to insure best acceptance, 


Wasteful 


maximum use, consistent results. 


We are a Display Agency and co- 
operate fully with your advertising 
the force of na- i 


agency to “Pipe-in” 
tional advertising. 


_——— 


MERCHANDISE :nu/ 


FOR SPORTSMEN ... 


IN THE DEPARTMENT 
Also Complete Services for Every Other Point of 
Sale Activity 
36 Pages... 420 Pictures . .. an Exhibit of hetnae 
Write for a copy of it Today on your business letterhead 


America's Largest Organization Specializing 
in Merchandise Presentation. 


W.L. STENSGAARD & ASSOCIATES, INC. | / 


325 N. JUSTINE STREET « CHICAGO 7, ILL. EL 


FLYING AGE 


NOW BECOMES 


FLYING AGE TRAVELER (nee § 
“Flying Age”) is an established ‘i 
magazine re-fueled and re-vitalized 
——new in name—new in owner- 
ship—new in editorial inspiration 
and in advertising values. The Age 
of Flight is really only just begin- 
ning. For even today, few realize 
how profoundly man’s new wings 
will effect trade and travel . 

market explorations and senti- 


mental journeys. Circulation ABC 


of course. 


FLYING A 


gravure with same page size as 


+ 


That the upper-income people who travel by air are 
an ideal market for quality products and services needs 
no research to demonstrate its obvious accuracy. Now 
you can reach this market directly, surely and with- 


GE TRAVELER, published now by Hayden Publications, 
Inc., makes its debut with the October issue. Produced in roto and color- 
a” ie 


card and descriptive brochure on request. 


Holiday”. Price 25¢ a copy. Rate 


out waste. For here is a beautiful, modern magazine — 
glamorous yet practical — made especially for People 
Who Have Their Minds In The Air (and incidentally 


for advertisers whose minds are on profitable sales). 
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Sen. Taft Explains 


Reference to Admen 

To the Editor: Your editorial, 
“A Slander on Advertising,” has 
just been called to my attention. 

My reference to Mr. Bowles as 
an advertising man was not an 
indictment of the advertising busi- 
ness at all. However, advertising 
is used for the most part to sell 
an article and I believe that you 
will agree that in legislation we 
have to rely on facts only. Where- 
as, it is a proper function of ad- 
vertising to present a somewhat 
one-sided point of view of the 
merits of the product. 

Certainly Mr. Bowles did not 
state the facts as they were pre- 
sented to us in the banking and 
currency committee of the Sen- 
ate which conducted hearings on 


s department is a reader’s forum. Letters are welcome. 


this matter for several weeks. 
Hoping that you can understand 
my position in this matter and 
with best wishes, I am 
RoBeErT A. TAFT, 
United States Senator from 
Ohio, Washington, D. C. 
[Editor’s Note: See the editorial 
in this issue.] 
vvwesy 


Thinks ‘Slander’ Edit 


Deserves Prominence 


To the Editor: Your editorial, 
“A Slander on Advertising,” in the 
June 17 issue is a well-merited 
rebuke to Senator Taft and a well 
thought out warning to all mem- 
bers of the advertising business. 

As research teaches us, however, 
that editorials are less likely to re- 
ceive widespread attention than 
news articles on the front page, I 


wonder if you would not have 
been wise to have printed this 
editorial on Page 1 under a five- 
column heading? I think it would 
have been well worth this promi- 
nence. 

CHARLES L. WHITTIER, 
Vice-President and Chairman 
of Plans Board, Young & Rubi- 
cam, Inc., New York. 

7, FF 


‘Coke’ Is Trademark, 
Coca-Cola Warns 


To the Editor: In your issue 
of June 17, in the article “Hall- 
mark Hits Juve Groove With 
‘Solid Senders’,” there are several 
references to the word “Coke.” 

Although it is clear from the 
context that you are referring to 
our registered trademark “Coke,” 
the use of the lower case seems 


‘‘He just can’t resist showing he’s got the IOWA market!” 


Lush is the word for the lowa urban market 
today—and it’s a lushness that lasts! That’s be- 


cause Iowa’s wealth comes jointly from rich 
farmland and thriving industry to create 
steadier spending in Iowa towns and Cities. 
The Des Moines Sunday Register delivers bet- 
ter than 70% of this lowa urban market—does 


double duty in selling your products AND 


merchandising them to the dealer. Put Urban 
Iowa high on your list—with the Des Moines 


Sunday Register. 


THE DES MOINES 
REGISTER ann TRIBUNE 


coverin etropotitan iowa 
g Metropolitan | 


A STATE-WIDE URBAN MARKET RANKING 
AMONG AMERICA’S FIRST 20 CITIES 


ABC Circulation March 31, 1946: Daily 353,590-—-Sunday 450,200 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York-Chicago-Detroit-Philadelphia 
and George D. Close, Inc., San Francisco-Los Angeles-Seattle 


to give “Coke” an anomalous 
meaning which it does not have. 

To criticize this mention may 
seem ungracious and picayune, 
but we hasten to assure you that 
a serious legal point is involved. 
Since ‘‘Coke” is a registered trade- 
mark, it is entitled to a capital 
letter; and, technically, since it 
has long been the popular way of 
saying “Coca-Cola,” it is also en- 
titled to quotation marks, 

The point is that unless trade- 
marks are properly recognized 
typographically, it might be ar- 
gued that such misuses, however 
innocent, indicate loss of distinc- 
tiveness; therefore the cumulative 
effect of such treatment could be 
very harmful. 

Since trademarks and advertis- 
ing are inseparably allied, we feel 
sure that you will understand that 
we mention the matter for serious 
reasons and not merely to be 
critical. 

JoHN A. GOSNELL, 

Assistant Counsel, The Coca- 


Cola Company, Wilmington, 
Del. 
7, 3 F 
Wants Chart 


To the Editor: Please send me 
25 copies of the Business Chart of 
the Week which appeared on Page 
53 of your June 10 issue. This is 
the chart which showed shopping 
habits of women. 

T. H. JoHNSON, 

Gold Bond Stamp Company, 

Minneapolis. 

[Editor’s Note: ADVERTISING AGE 
normally is unable to supply any 
quantity of reprints or copies of 
issues, but does not object to re- 
production of material from its 
pages when specific requests for 
permission are addressed to the 
editor. ] 
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Freedom-Valvoline 


a Lab Pioneer 

To the Editor: In your March 
18 issue you had an article headed 
“Only 62 of 198 Older Advertisers 
Have Laboratories.” 

We wish to point out that of 
the three companies that have now 
become a part of the Freedom- 
Valvoline Oil Company, respec- 
tively, Freedom Oil Company of 
Freedom, Penn.; Valvoline Oil 
Company of Cincinnati and But- 
ler, Pa.; and Galena Oil Corpora- 
tion of Cincinnati and Franklin, 
Pa., the Galena Research Labora- 
tory was established about 1890 
at Franklin. One of the famous 
figures of this laboratory was Dr. 
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Conradson who developed the 
Conradson carbon test used all 
over the world. 

Valvoline started its sales en- 
gineering laboratory in 1931 at 
Franklin, Pa., which has been 
moved this year to Butler, Pa. 
The first laboratory of Freedom 
was started by Dr. Stephen Craig 
at Freedom, Pa. in 1879. 

G. L. SERVICE, 

Advertising Manager, Freedom- 

Valvoline Oil Company, Free- 

dom, Pa. 

es ae 


Holds the Price Line 


To the Editor: Immediately 
following the July 1 death of OPA 
price controls, we ran a series of 
ads: “No RalIsE IN PrICcES—on 
these world-famous products.” We 
believe we were among the very 


NO RAISE IN PRICES 


on these world-famous products 
made in BLOOMFIELD 


Sporting good toring soline! erect High energy good-tas! 
fer acid indigestion. temporory con athd stomune, Sad. tontonee becouse re 
morning otter” bives- whenever you tee! ich in naturel ALD Vitamins ond energy 
pret becouse you ote, drank. smoked too building oil Recommended by mon; 
much doctors 
fo enon het qeoning pokes how bere: Doctors hail Cod Liver Oil Treatment for 
ing instontly Condinons os grooms 
veheven drynews. loose dondrult Not — — 
qreety o stchy 30.000.000 packages mines burns, scatds. cum sunburn Contos 
sold poorly notre! ALD 
MACLEAN’S >aSte | BEECHAM’S PILLS 
PASTE S 
The new toste ! Mose crisp. tongy All Vegetable Losan T notwrat 
flower, MACLEANS freshen je uae a 
you breath os # polishes 
Sales canoe ectehe temporery constipotion Mo shock No 
Moker your smile sporkie! som No upset Used by milhons 


first in our business (pharmaceu- 
ticals) to make such an announce- 
ment. 

You may wish to reproduce the 
ad, or make mention of this 
“first” in your valued publication. 
Three hundred and 500-line ads 
ran July 3, and were to run until 
July 6 in large city newspapers. 

A. A. STARIN, 

Advertising Manager, Scott & 

Bowne, Bloomfield, N. J. 
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Pay-Off Writer Hits 
Mail Order Nail on Head 


To the Editor: The story in “The 
Pay-Off” column in your July 8 
issve hits the nail on the head as 
far as mail order advertising goes. 
The eight points you show are the 
most important and writers of 
other than mail order copy should 
follow the rules that make this 
type copy click. We just pulled 
over 350 replies on a $4 item from 
a magazine at a cost of less than 


MOR 
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THE CHICAGO SUN 


400 West Madison St., Chicago 6, Ill. «© 250 Park Ave., New York 17, N. ¥. 


National Representatives: THE BRANHAM COMPANY 
CHICAGO: 360 North Michigan Avenue » NEW YORK: 230 Park Avenue 
Atlanta» Charlottes Dallas» Detroit + Kansas City + Los Angeles » Memphis « St. Louis» San Francisco 
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53 cents, and another from a 
newspaper at a cost of about 36 
cents on a similar item. 

Keep up the good work in be- 
half of better mail order adver- 
tising. 

W. H. EIcHuorn, 

Vice-President, Grant & 

Wadsworth, Inc., New York. 
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Tells Pay-Off Man 
‘Why’ on Query Answer 
To the Editor: The Pay-Off 
editor’s statistics on how soon in- 
quiries are answered are very 
interesting to us but rather disap- 
pointing inasmuch as we appear 
to have taken the longest time in 
answering his inquiries. 
Whenever a long time elapses 
between a company receiving in- 
quiries and answering the in- 
quiries it is, of course, impossible 
for them to apologize to the po- 
tential customers. We do _ not 
intend to apologize in this letter, 
either, but would like to state a 


' few facts concerning why it took 


us so long at that particular time 
to answer, hoping that perhaps it 
will create a better and firmer im- 
pression in your mind as to how 
we operate. 

Our company was incorporated 
on March 5. Simultaneously with 
the incorporation, we had a com- 
plete revision of personnel. We 
have four girls whose main job 
is to answer inquiries. They were 
working from eight to 10 hours a 
day during the first three weeks 
of March and, of course, inquiries 
were ali delayed. This applies to 
our orders and, of course, when 
an order is delayed it necessitates 
a considerable amount of corre- 
spondence which contributes to 
more work. In other words, it 
was a never ending cycle of in- 
creased work which caused our 
routine to be slowed down con- 
siderably. 

At the present time, we pick up 
our mail from the post office every 
night and the following day the 
inquiries are all answered. We 
do not have facts and figures on 
how long it takes now, but we 
believe that from the time a per- 
son writes us until the time they 
receive the first mailing, there 
should never be more than five 
days elapsed. The only variation 
of this would be over Sunday, at 
which time it would possibly take 
six or seven days. 

We believe the above informa- 
tion is interesting to you and we 
believe that in any future tests 
you will find that ours will rank 
among the first. 

E. A. Norris, 

President, Compo-Tex., Inc., 
St. Louis. 


Another Coupon User 


Checks His Response 


To the Editor: A friend of mine 
sent me a copy of “The Pay-Off’s” 
interesting survey on how long it 
takes to answer inquiries (AA, 
July 1). 

On a comparative basis, 
report is certainly fair. 

However, I’d just like to men- 
tion the fact that the National 
Radio Institute is closed all day 
Saturday. Therefore, the Pay-Off 
man’s inquiry mailed on Friday, 
March 8, could not have been 
handled until Monday, March 11. 

Due to Saturday closing, Mon- 
day’s inquiries are very heavy 


this 


and some of the catalogs do not|. 


get to the post office until Tuesday 
morning. So you see, your in- 
quiry was sent on the day which 
would cause it to get the slowest 
possible handling! 

Also, you received one of our 
“wartime” catalogs. Here is a re- 
vised edition, printed on better 
paper. An entirely new book will 
be ready before the first of the 
year. 

S. M. ARMSTRONG, 

Director of Advertising, Na- 

tional Radio Institute, Wash- 

ington, D. C. 


Wes. 


Amazed at 10-Day 
Delay for Catalog 


To the Editor: Our client, Mills 
Seed House, Rose Hill, N. Y., 
can’t figure out how it took your 
Mr. Pay-Off 10 days to get their 
catalog. (The Pay-Off, AA, July 
1.) 

The young lady in charge of 
catalog mailings says that not once 
during the past season were cata- 
logs mailed later than the morn- 
ing after the inquiry was received. 
Subsequent delay must have oc- 
curred in the mails. I have seen 
it take 10 days for a letter inad- 
vertently mailed third class to 
reach Buffalo from Chicago. 

Incidentally, Mills Seed House 
informs us they mail out seed 
orders within 48 hours of receipt, 
even in the busiest season. 

WILLIAM B. SWANN, 

Melvin F. Hall Advertising 

Agency, Buffalo. 
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Want ANA Material 


To the Editor: In your June 24 
issue you publicized a book issued 
by the Association of National Ad- 
vertisers entitled “The Job Ahead 
for Business.” We would appreci- 
ate having a couple of copies of 
this book and would be glad to 
remit the cost. 

Leo Cox, 

Vice-President, J. J. Gibbons, 

Ltd., Montreal. 

To the Editor: Please send us a 
copy of the booklet entitled “The 
Job Ahead for Business” which 
you recently published. 

ROBERT BARTUSCH, 

Merill Kremer, Inc., Memphis. 


To the Editor: We would be in- 
terested in securing a copy of the 
survey, “Study on Organization of 
the Advertising Function,” pre- 
pared by McKinsey & Co. Can 
you tell us whom to contact? 

JOHN Mason, 

Assistant to Advertising Man- 

ager, Carboloy Company, De- 

troit. 

[Editor’s Note: Both items re- 
ferred to were issued by the As- 
sociation of National Advertisers, 
285 Madison Ave., New York, and 
inquiries should be directed to 
this address. ] 


Interested in Booklets 


To the Editor: In the Ad-lib- 
bing column of your June 24 issue, 
reference is made to a _ booklet 
published by Tracy - Robinson 
called “This Is Public Relations.” 
Can you tell me how I might ob- 
tain a copy of this booklet? 

I would also like a copy of the 
booklet “The Job Ahead in Ad- 


vertising,” the booklet discussed 
in the editorial, “Recommended 
Reading.” 


Your cooperation in telling me 
how I might obtain copies of these 
books will be greatly appreciated. 

J. F. ROESTEL, 

Advertising Dept., Chain Belt 

Company, Milwaukee. 


vv¥eeigy 
Suggests a Book 
of ‘Creative Corners’ 


To the Editor: Please tell who- 
ever writes the “Creative Man’s 
Corner” that this reader thinks 
he’s doing a grand job. While I 
don’t always agree with his opin- 
ions, on the whole I have found 
his weekly comments to be highly 
interesting and informative. A 
book of “Creative Corner” col- 
umns would make a very worth 
while book on advertising. 

HOWARD MENDELSOHN. 
, FF 
Size of Stomachs 

To the Editor: Copy Cub, com- 
menting on Paul Willis’ statement 
that grocery sales have doubled 
in volume since 1939, says: “Maybe 
stomachs are more elastic than the 
trade economists thought.” 

Nope! It just costs twice as 
much to fill ’°em. Ask your wife. 

N. L. CLARK, 

Editor, Food Packer, Chicago. 


Dallas Agency Moves 


Universal Features Advertising 
Company, Dallas, has moved from 
1828 Irwin-Keasler building to en- 
larged quarters in the Construc- 
tion building. Two new artists, 
Lou Erickson and Thomas Selkirk, 
have joined the staff. 


Travis Leaves Dailies 


C. C. Travis, advertising man- 
ager of the Journal and News, 
Longview, Tex., has resigned to 
reenter the newspaper promotion 


and public relations field. Suc- 
ceeding him is W. W. Harding, 
formerly with the Texarkana 
Gazette. 


Boosts Ad Rates 


Effective July 1, Civil Engineer- 
ing, New York, increased its basic 
page rate from $240 to $285, with 
a guaranteed net paid circulation 
of 18,985. Following the National 
Industrial Advertisers Associa- 
tion’s suggestion, the publication 
has adopted the recommended 
trim size of 84%x11%4 inches, 
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“Cover Catholic. 
Schools, Churches, 
and Institutions 


Fema ee ee Fg 


35 W. WELLS ST. MILWAUKEE 3,13, 


Tacoma- Pierce County -- 
Washington's ve Market! 


SSH Fort LEWIS 


” MC CHORD FIELD 
MADIGAN GEN. 
HOSPITAL 
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COVERAGE” 


Tacoma-Pierce County stands second among 
Washington State counties in population, 
retail sales, industrial payroll and effective 
buying income. The Tacoma News Tribune 
(96% concentrated in the retail trading zone) 
delivers a 74% coverage of this Second 
Market areal 


The 2nd Tacoma Paper delivers . 
The Seattle Morning Paper delivers 
The Seattle Ist Evening Paper delivers 


He Soxcrage figures authority: A.B.C. and 
U.S. Bureau of Census. Market figures 
authority: Sales Management. 
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Covering Washington's Second Market 
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YOUR PRODUCT, when it is advertised in 
Good Housekeeping, has two reputations 
to recommend it—yours and ours. 

And ours is a valuable plus for yours. 
For the confidence women have in the in- 
tegrity of Good Housekeeping extends to 


the advertisements in it. Thus each adver- 
tisement has greater conviction here than 
it could have anywhere else. 

And there is no need to tell you that the 
power of conviction is a major force in 
making sales. 


Women know... 
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ee 

= Guaranteed by > 

Good Housekeeping 
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we give this seal to no one — 
the product that has it, earns if. 
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lhe Creative Mans Corner 


The following, so help us, is the full 
and exact text of the advertisement that 
appears on Page 17 of the American 
Magazine for August: 

“That’s her portrait there—my dog 
Bonny Belle... ‘Best Of Show’ three 
years running ...a champion every inch 
—from her sensitive, questing nose to 
the tip of her tail. 

“Well, when a dog like Bonny Belle 
dies, it isn’t quite right to mourn her. 
For your thoughts are bright with the 
memory of those golden days when she 
gave you and your friends the best she 
had—joyously, tirelessly . . and you 
know she’s gone to a very special dog- 
heaven, where it’s the blue sky she has, 
and the tall spring grass tickling her 
belly as she runs, and a fresh wind off 
the lake in her nose, and wise and stub- 
born celestial birds to flush. 


You Ougtt toKuow . 


Charles Brower, BBDO’S tall and sat- 
urnine vice-president in charge of all 
creative work, is probably the only copy 
chief in captivity who rides a motorcycle 
and serves on a Board of Education. 

He has been with 
BBDO for 18 years, 
having been hired by 
Bill Benton for the 
staid and _ substantial 
George Batten Com- 
pany, which merged 
a few months later 
with the up-and-com- 
ing agency called Bar- 
ton, Durstine & Os- 
born, Inc. 

Benton departed the 
Saturday before young 
Brower reported, left no visible record of 
having hired the present boss of BBDO’s 
copy team, and no one believed he had. 
But Charlie, being a resolute practitioner 
of his trade, just stayed on—and has been 
there ever since. 

Charlie was born in Asbury Park, N. J., 
left there at two, lived for a while in 
California and in his teens came back to 
New Jersey. He got his B.S. at Rutgers, 
where he also worked in the physics lab 
and wrote “colyumist” stuff a la Don 
Marquis. While still in college, he began 
teaching. And in his first (and last) year 
of full-time teaching he coached the local 
high-school basketball team to a county 
championship. For this deed he received 
a salary increase of $50 per annum—and 
was told not to expect another until he 
had long grey whiskers. 

This honesty of his first employers con- 
vinced Charlie Brower that there was no 
money in teaching, and abandoning ped- 
agogy, he seriously sat down to Think 
Things Out. The alternative was sim- 
ple: As a young man who loved writing, 
he could starve impressively and take a 
crack at writing the Great American 
Novel—or use his writing ability to amass 
a decent mound of potatoes. It occurred 
to him that he’d like to get into advertis- 
ing, but like many another beginner, the 
complexity of the agency business per- 
plexed him. He attended the advertising 
classes of Bill Orchard (still with BBDO) 
at Columbia, and then for a while worked 
as an auto insurance adjuster, for eating 
purposes only. 

In the department of domestic statis- 
tics, Charlie claims only one wife, two 
boys and one girl. He’s afraid the oldest 
child shows unmistakable signs of be- 
coming a writer. He admits he doesn’t 
know why, but he’d rather have his chil- 
dren do something else, even though he 
claims that personally he’d go right back 
into it himself, if he were starting all 
over again. 

He’s essentially a copyman’s copy chief, 
although he cordially dislikes the term. 
He began as a creative writer, coming 
from Pacific Mills’ advertising depart- 
ment to BBDO. He has always felt that 
he’d rather be on his side of the desk 
than any client’s, because of the variety 
and diversity of the jobs and products 
an agency man has to handle. 

He admits having written a few arti- 
cles and obscure short stories in his ear- 


Charles Brower 


“That’s why me and mine—we couldn’t 
mourn Bonny Belle, though we knew we 
had lost a loyal and unfailing friend. No, 
we chose instead to toast her and her 
strain with a champion wine ...a Cresta 
Blanca Wine ...a wine as thoroughbred 
and all around right as Bonny Belle her- 
self ... with the same unmistakable char- 
acter that means fine breeding in a dog— 
and in wine, that matchless quality which 
comes only from the finest of the vines. 

“That’s why that evening we lifted a 
glass of Cresta Blanca Wine to Bonny 
Belle, for she deserved the ‘Best Of Show’ 
in wines.” 

The italics are ours, just as they are 
in the final unflinching touch, the tiny 
cartouche in the brave illustration that 
reads: “Wine by Cresta Blanca”! 

Me and mine—we are laying in a case 
for a wake. 


e e Charles Brower 


lier days—but he was always at heart 
an “admaker’”—like J. Stirling Getchell, 
whom he greatly admired. “I never de- 
veloped any liking for fiction—and I 
never liked the newspaper business at 
all. I began as a writer of trade ads. 
That’s a tough field—but it forces a 
writer to make all kinds of dull things 
interesting to the trade—who already 
know them inside out,” he says. 

In his early days when he wrote radio 
continuity and commercials for the happy 
Wonder Bakers, six consecutive programs 
ended with the joyous statement: “Now 
we'll play a selection especially for our 
charming little friend in Pasadena.” The 
client finally asked explosively why-the- 
something the market should be nar- 
rowed down to Pasadena. He didn’t know 
that at that time Charlie was sending 
surreptitious musical regards to the fu- 
ture Mrs. B. 

At one time Charlie, Carl Spier, Wal- 
ter Palmer and Henry Bender took tap- 
dancing lessons from Arthur Murray. 
No one ever revealed how close they 
came to crowding out Fred Astaire, but 
it is rumored that a landlord of Charlie’s 
at Rye suggested he move or practice his 
tapping with a little less fervor, 

He’s a determined and ardent fisher- 
man, too. He’d rather stay out all night 
or get up in the middle of it than go 
home without a fish. In golf he’s still 
tenaciously trying to break 100. 

Charlie Brower is never bamboozled 
by bluffers of the stately sort. Most big 
men like him, because of his habit of 
talking directly and to the point. Once 
he stopped short while making a presen- 
tation because No. 1 man of his audi- 
ence was creating a distraction by open- 
ing his mail. “Why did you stop, Charlie? 
Go right ahead—” said the client ab- 
sently. “I came a long way to make this 
presentation, Mr. X,” said Charlie, “and 
when you’ve finished reading your mail, 
I’ll continue.” 

In a business concerned with creating 
illusions, Mr. Brower has none whatever. 
His talk is as astringent and terse as his 
way of thinking. He’s quiet and unas- 
suming, but he seldom cares what size 
toes he treads on. He has never believed 
with the Good Book that a soft answer 
turneth away wrath. His own wrath he 
has always kept coolly corked. This isn’t 
difficult, for he has always believed that 
any articulate critic should be able to 
pack enough into a single atomic com- 
ment to blast seven copywriters and 
maybe three contact men. 

One day many years ago in a moment 
of desperate frustration he told his old 
pal, Contact Man Ed Hosp: “Ed, we’re 
just a couple of worms making worms’ 
money. And we’re being noticed about 
that much too. Pretty soon I’m going to 
leap from my cell and tell people what 
the score is.” That same afternoon at an 
important conference, Charlie spoke 
right up to his biggest and toughest boss- 
adversary: “Mr. X, I want to take a few 
minutes to tell you just what the 
is up with this whole operation.” 
For his toughness at that crucial moment, 
he first became known and respected as 
a man who will always take a long 


chance on telling nothing but the truth 
even when it is risky. 

Mr. Brower wastes neither words nor 
time. He enjoys being left alone at 
times—“‘to make ads.” And he lets others 
alone, too. A motto in his office play- 
fully bears out this desire for periodic 
solitude. It reads: “Don’t Go Away Mad 
—Just Go Away.” He doesn’t believe 
in breathing down the necks of his as- 
sistant chiefs or younger writers. 

Personally, he possesses a calm power 
of concentration and comment which cut 
at once to the heart of a perplexing prob- 
lem or a perverse obstructionist. He is 
very quiet-spoken, never loudly dogmatic, 
and never intoxicated with any oratory, 
his own or others’. He can, however, 
make a speech that leaves you feeling 
that the preceding speakers have gilded 
not only the lily, but several sunflowers 
as well. 

He always strives to keep clients from 
making ads duller than they ever need 
to be. Once when casting a jaundiced 
eye over a heavy bevy of unfetching lit- 
tle numbers, he asked why the ads were 
done that way. “Because the client in- 
sisted that we put in every ad all that his 
company stands for—” was the answer. 

“Well,” rejoined Charlie tartly, “that’s 
something this company can’t stand for.” 

There is something reminiscent of an 
FBI Chief in BBDO’s acid-tongued copy 
director. To those who know him least 
he appears at times a trifle forbidding; 


those who know him best admit that he 


has dignity which at times approaches 
austerity. Added to this, he possesses 
the agg io quiet, the frigid fervor of 
a boss autopsist, especially when view- 
ing a reputedly knock-’em-dead cam- 
paign. He is not just aloof or cold- 
blooded—he just doesn’t like to permit 
himself the luxury of getting exercised 
over the horde of trifles which have 
driven many another top-flight agency 
man into periodic bouts with the scream- 
ing meemies. 


In putting Charlie in the No. 1 creative 
spot, BBDO didn’t exactly appoint a copy 
ezar. A dozen talented copy group heads 
accept him as consultant-in-chief, and 
he exercises a wise caution over all op- 
erations. He follows the BBDO policy of 
never interfering with an account’s copy 
policy once it is rolling smoothly. 

He thinks advertising has grown up a 
lot in the last 18 years. It has lost much 
of its self-consciousness. It’s no longer 
a field for the prestidigitator and dealer 
in mumbo-jumbo. Its exponents have 
changed, too—fewer prima _ donnas, 
fewer genuine nuts, fewer limpid young 
men with English accents who give off 
the lyric idea that “advertising should 
be clothed in liquid words.” 

The dicta of C. H. Brower about ’ad- 
vertising and admen are something to 
paste in your hat to keep its size down: 

What makes a first class adman? “The 
fundamental power of thinking straight, 
and then bringing your creative imagi- 
nation plus writing power to bear upon 
a certain topic, while exercising rigid 
control on your own performance—and 
last, the gift of being able to view and 
criticize your own work with impartial- 
ity.” 

* * * 

“T don’t consider advertising an art or 
a profession. I think it’s a trade like 
laying bricks. Some people are born 
with that ability—others pick it up—still 
others never learn to mix cement. Same 
with advertising. Basically, it’s the world’s 
simplest business: Just find the thing in 
your product (or service) that makes 
people want it. Then tell them about it— 
honestly, reasonably, interestingly, enter- 
tainingly.” 

* Eo * 

“Dullness in ads scares away readers, 
Over-cuteness destroys customers’ confi- 
dence. But if the product is inexpensive 
and well-known, you can be as cute as a 
little red Life-Saver and still get away 
with it.” 


the Pay- Os/f NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


HOW TO MAKE A SCALING PROJECTOR FOR ENGRAVINGS 


If you have any volume of 
photographs or drawings to 
scale for reductions or enlarge- 
ments in ordering engravings, 
here is a handy scale that will 
simplify the job. 

Get a sheet of celluloid, size 
11x16 inches, at any stationery 
supply house, from which cut 
a 914x12'%4-inch piece for scale. 

Then lay out the scaling area 
in pica measurements, or in 
inches, as you prefer. Across 
the top, as well as along the 
left-hand side of the sheet, rule 
lines by scratching with sharp 
point of dividers, or a stylus, 
similar to the drawing illus- 
trated here. If you lay out the 
scale in picas, then number 
from left to right at the top, 
and from top to bottom, each 
line. At the right, number in 


units of six for a check on the  MeTA EvELeT sittin Trad 
scaling. CUTS FOLD 46 PUNCHED IN te ae 
Take another piece of cellu- CENTER jaa 


loid, measuring approximately 
1% inches wide and 16 inches 
long, with a _ scratched line 
through the middle. Affix the 
scaling arm very carefully in 
the upper left-hand corner so 
that it will be absolutely accu- 
rate. You can affix this by 
using an ordinary metal eyelet 
and 1%-inch diameter celluloid 
washer, as shown. 

Suppose you have a photo- 
graph measuring 7x9 inches 
(42x54 picas), and you want 
to order a halftone 11 picas 
wide. What will the depth be? 
First, you place the scale over the photo- 
graph, registering at the top and at the 
left. Then, set your center arm, or scal- 
ing arm, at the bottom right-hand corner 
of the photograph. Now you are ready 
to figure out the reduction. Then, by 
running down from 11 picas at the top 
of the scale to the center line of the 


WASHER 
CUT F 
CELLULOID 


THIS AREA SQUARED 
OFF IN PICAS - SEE 
SKETCH AT RIGHT - 
NUMBERS PUT ON WITH 


INDIA INK" be, J 


“\ 


eu Sere 


sene| 
Lit 
if 


, 
41 
| 
t 


SCRATCH LINE 

IN CENTER OF ARM 

WITH SHARP POINT OF 

DIVIDERS - DO NOT SCRATCH 
oY CELLULOID TOO DEEP 


ROUND CORNERS 


\ * 7 
Ve 


scaling arm you will note that the lines 
cross at 14 picas. That means your half- 
tone will measure 11 picas wide and 
14 picas deep. 

This scaling chart can be made in any 
size, and can be ruled in any dimensions 
you desire. It is economical to make, and 
a real time saver. 
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Warnica Elected V.P. 


Edward A. Warnica, executive 
secretary of Standard Accident In- 
surance Company, Detroit, has 
been elected vice-president. 


Appoints de Mun 

Grace de Mun has been ap- 
pointed fashion editor of Town & 
Country, published by Hearst 
Magazines, New York. 


CANDY INDUSTRY 


Don Gussow, Editor & Publisher 


33 W. 42nd St. New York 18, N. Y. 


Heads Leonard Agency 


L. E. Dal Negro, formerly media 
director of Maxwell Sackheim 
Company, has been elected presi- 
dent of the new Leonard Adver- 
tising Agency at 53 E. 77th St., 
New York. The new agency will 
specialize in coupon advertising. 


WAA Moves Campbell 


E. Hamilton Campbell, of the 
War Assets Administration, has 
moved from Washington to 40 
Wall St., New York. Mr. Campbell 
formerly was an executive of 


| Monitor Equipment Corporation, 
| New York, and Rex Cole, Inc. 


Orthwein Joins Bureau 


David K. Orthwein, account ex- 
ecutive of Geyer, Cornell & New- 
ell, has joined the national divi- 
sion of the Bureau of Advertising, 
in New York. 

Mr. Orthwein formerly was with 
Compton Advertising, New : York, 
and Anfenger Advertising Agency, 
St. Louis. Previously he was with 
R. H. Macy & Co., New York, and 
Stix, Baer & Fuller, St. Louis. 


Buy this BONUS 
CIRCULATION now! 


1,600,000 


readers in August — 
Rates based on 1,000,000 


SERVICE 


OFFICIAL PUBLICATION 


VETERANS OF 
FOREIGN WARS 


Month after month the circula- 
tion of Foreign Service has kept 
on going UP! 1,500,000 new 
World War II members have 
joined — over 400 voluntary 
new V.F.W. 
monthly. Advertise zow to this 
rising market of America’s fin- 
est, whose family buying power 
will keep on climb 

quarter century to come! 
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BAM B. JESSE, JR. & ASSOCIATES, INC. - Advertising Directors - 10 EAST 43rd STREET, NEW YORK 17, N. Y. 


Midwest Representative: Raymond J. Ryan, 203 North Wabash Ave., Chicago, Illinois 
o Pacific Coast: Ren Averill Company, 617 S. Olive Street, Los Angeles 14, California 
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LIWAGE TREND sated 
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a a-, ‘or 
800 - 
OUTDOOR SUVENMW/LE WEEKLIES CANAD/AN 
mM /1946— 1995 —/9946 — 1/995 mM /946— 1995 —/94E6—, 1945 
VUNE Sy JSUy JUNE SUY SY MAY JUNE JUNE VINE “Wey JUyY 
4750— 50- 1800- 900 - 
4500— 90- 300- 
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JULY ADVERTISING LINAGE IN NATIONAL MAGAZINE 
a 1946 — 1945 . c 1946 - 2 1945 ~, 
Pages Lines Pages Lines Pages Lines Pages Lines 
GENERAL Vogue (2 issues)... 88.8 56,123 75.8 47,887 
Ace Fiction Grp.... 7.0 1,489 8.0 1,779 Woman’s Day ..... 32.6 13,797 34.5 14,814 
American Magazine 64.1 26,953 55.1 . 23,142 Woman’s Home 
American Forests.. 14.3 6,020 14.3 6,006 Companion ...... 59.8 40,629 45.3 30,800 
American Home... 38.4 24,372 31.4 19,868 
American, Legion.: 21.9 9,206 24.2 10,154 Total Group ....1,894.8 936,451 1,802.3 885,024 
Asia & the 
STANDARD 
ieee me 1.8 <9 1.0 429 | american Mercury. 5.5 997 8.3 1,512 
etter Homes & : 
Gardens ........ 59.5 37,625 46.2 29,206 | Atlantic Monthly .. 21.0 8,820 39.5 16,590 
Y { Harper’s Magazine. 24.0 5,708 43.5 10,353 
+Christian Herald. 15.6 6,683 18.1 7,594 P ’ ’ 
ot) ——— 1.4 952 3.0 2,046 
Cosmopolitan ..... 68.0 29,188 54.5 23,354 Total Group ..... 50.5 15,525 91.3 28,455 
*Dell Detective OUTDOOR 
ME eWiad 6 0.08.600:808 12.5 5,350 oo ye ee er American Rifleman. 39.9 16,744 27.7 11,641 
Dun’s Review ..... 36.4 15,608 39.7 17,048 7Field & Stream... 75.7 32,470 59.8 25,125 
Pe 55-6 bases: 10.3 4,433 14.0 6,006 | Fur-Fish-Game ... 17.3 7,418 15.1 6,456 
Esquire (Natl.).... 112.5 75,656 78.1 52,534 | Hunting & Fishing. 24.4 10,448 18.5 8,327 
Mxtension ....5.<% 10.3 7,057 pf BF 7,731 | ¢Outdoor Life ..... 69.4 29,758 46.1 19,360 
cg — 125.9 79,553 180.0 LIS TCO | OUtEGOrs «0.650005 19.3 8,112 19.6 8,219 
House Beautiful... 64.4 40,699 49.2 31,100 7Sports Afield ..... 63.9 27,398 51.3 21,566 
House & Garden... 652.1 32,916 51.2 32,375 
Improvement Era.. 17.7 7,605 15.0 6,409 Total Group 309.9 132,348 283.1 100,694 
Maefadden Men’s ‘ 
Ee 15.6 6,411 16.3 6,984 JUVENILE 
Mechanix +American Girl 8.2 3,497 8.7 3,645 
Illustrated ...... 55.3 12,387 53.3 11,931 | Boys’ Life ......... 11.3 7,678 18.3 12,391 
Motor Boating 92.6 54,464 94.6 55,603 Calling Ali Girlie... 13.6 5,181 18.2 6,945 
National Geographic 32.5 7,686 33.0 7,817 | Child Life ........ 3.3 1,376 2.3 956 
+Nation’s Business. 48.0 20,573 64.9 27,249 | {Famous Funnies... 8.0 3,096 3.0 1,161 
ese oeee cong, 14.5 9,860 9.8 6,630 | Open Road for Boys = 7.1 2,997 12.0 5,037 
Soames Mechanics. 120.9 27,090 101.1 22,652 Total Group 51.5 23,825 62.5 30,135 
Publications 12.3 2,750 13.4 2,997 WEEKLIES—JUNE 
Popular Science 109.0 24,416 102.0 22,512 aAmerican Weekly. 80.8 80,758 62.7 62,747 
Redbook .......... 45.0 19,309 44.2 18,981 | cBusiness Week ... 342.5 143,861 375.2 157,565 
TRROCATIAN. 606850505 7.4 3,205 13.0 5,452 | Christian Advocate. 14.5 6,081 13.0 5,462 
Scientific American. 8.8 3,772 20.2 8,681 | Collier's .........; 228.5 155,387 202.0 137,364 
*Street & Smith WEEE: cvcisaaccacan See 51,523 123.8 53,089 
All Fiction Grp... 3.5 651 3.5 651 | Family Circle ..... 53.8 23,070 59.8 25,639 
MOMENE ba ctesawius.s 48.0 20,358 31.0 13,063 Pee ee errr 31.3 13,443 56.3 24,159 
Thrilling Group.... 14.9 3,346 15.3 a oS  — aa 26.6 27,925 36.9 23,424 
Town & Country... 98.9 66,430 64.5 £6,800 | TADGKtY 5.6.0 scs 93.0 39,894 185.0 79,359 
EUS. adv easeatess 38.6 16,580 29.5 BOO VM iceidigt-s sae 444-96 304.3 206,907 241.1 163,919 
Woodmen of the ere ee 69.4 47,162 76.0 51,677 
World ...ccseees 3.5 1,502 4.4 1,816 | Newsweek ........ 246.9 103,675 295.2 124,000 
fYachting TTeen eyo 105.9 62,269 79.5 46,746 aNew York Times 
Magazine ....... 160.9 136,763 80.0 68,026 
Total Group... 1,587.4 765,801 1,467.4 701,097 ecNew Yorker ..... 275.3 118,076 188.3 80,797 
WOMEN d;Pathfinder ...... 34.6 14,801 38.6 16,289 
CUO acvecssws cue 79.0 33,891 73.0 S560 7 1) GEO hi5.550 56 sicc0s 23.3 16,663 27.2 19,488 
CABINOEE .§2.065.04555% 69.0 29,601 53.3 22,880 | cSaturday Evening 
Good Housekeeping 83.7 35,903 63.1 27,073 rere rr ere 79.1 257,769 238.2 161,966 
Harper’s Bazaar $1.3 51,701 64.1 40,486 | Saturday Review of 
Eee reer 14.0 10,636 13.4 10,157 Literature ...... 68.4 29,360 70.8 30,355 
Household ........ 15.3 10,428 18.0 12,293 | ajThis Week 
Ladies’ Home Magazine ....... 50.2 42,684 27.8 22,932 
De 84.6 57,496 64.5 43,828 EE 50400.4046634%%% 286.1 120,167 256.8 107,873 
Mademoiselle ..... 121.1 51,980 97.0 41,613 | bUnited States 
BOOTED bcssaesses 65.3 44,370 60.4 41,089 INOWE cccsseeecs 155.1 65,134 220.5 92,615 
Modern Romances 
CHBEED . 606d40 44/006 42.1 18,708 53.2 22,828 Total Group ....3,044.7 1,701,103 2,875.2 1,508,745 
Modern Screen a 
2 ere 53.0 22,744 58.4 25,034 *Not included in totals. 
Motion Picture (F) 61.8 26,514 57.0 24,475 jPage size changed since last year. 
*Movieland ....... 29.6 12,706 ies “hapten aFive issues 1946; four issues 1945. 
Po ee: ee 34.8 14,938 37.0 15,886 bFour issues 1946; five issues 1945. 
+Movie Show ...... 32.8 14,076 $1.7 21,560 cFive issues both years. 
Movie Stars Parade 34.8 14,938 37.0 15,886 dTwo issues 1946; four issues 1945. 
Movie Story (F)... 58.5 25,081 53.3 22,831 eFour issues both years, unable to print June 2 issue 
Ce eer ee 34.9 14,977 37.0 15,879 | because of 30-foot flood. 
Parents’ (N.Y. fJune 1946 figures 107.8 pages and 63,404 lines. In- 
Metro B4:) ..... 61.3 26,313 65.2 28,282 correctly stated in last month’s tabulation. 
Parents’ (Nat’l) 57.1 24,485 61.2 26,235 tIncludes space in issues sold in combination with 
Personal Romances. 30.9 13,251 34.3 14,737 Heroic and Jingle Jangle, bi-monthly. 
Photoplay (Mac) 61.2 26,262 58.3 25,012 CANADIAN 
Promenade ........ 45.1 19,352 49.5 21,235 | Canadian Home ‘ 
Radio Mirror (Mac) 37.1 15,927 38.7 16,588 POMPGA) sik60 000s 44.8 30,496 38.2 25,945 
*Real Romances 18.6 7,977 ites 40088 Canadian Homes & 
*Real Story ......- 18.6 7,977 sees ce eeee GOPGens <....5.5% 39.5 26,516 28.1 18,903 
Screen Guide ...... 26.6 18,118 27.1 18,449 CHAUSEBING ..c0ckas 38.5 26,174 34.2 23,271 
Secreenland Unit ... 34.2 14,655 39.7 17,029 | +*Liberty ......... 58.0 24,891 49.1 21,077 
Screen Romances . 44.6 19,144 55.1 23,624 | Maclean’s ......... 55.5 37,743 48.4 32,883 
ns MEET 15.3 6,466 16.6 6,956 WaytOir ook ccccccs 65.5 44,007 44.3 29,741 
Seventeen ......... 83.6 56,840 67.9 46,196 National Home 
Today’s Woman ... 17.9 7,664 15.0 6,427 Monthly ........ 28.9 19,680 26.1 17,737 
True Confessions New World ....... 54.1 23,154 22.5 15,290 
PY sevens cceecus 53.9 23,116 51.4 22,043 | Revue Moderne, La. 29.9 20,346 22.1 15,039 
True Experiences Revue Populaire, La 33.1 23,144 21.0 14,705 
Se rer 40.9 17,552 41.3 17,707 | *Samedi, Le ....... 57.1 39,943 36.7 25,667 
True Love & 
Romance (Mac).. 38.9 16,696 40.7 17,478 Total Group 504.9 316,094 370.7 240,258 
True Romances —_— 
(Mac) Ceesoeeees 40.8 17,514 44.0 18,863 *June linage. 
SPOS StOry scicscss 58.7 24,565 69.3 29,547 7Five issues both years. 
; has been doubled at Hooper’s Chi-|per month, and in addition has 
Ted Buck Appointed cago office to accommodate in-| proposed inaugurating projectable 
Hooper Diary Manager creased activities of the diary de-| Pacific Coast ratings. Definite ac- 
C. E. Hooper, Inc., the radio|Partment. tion on both proposals is pending. 


program rating service, has ap- 
pointed Ted Buck diary produc- 
tion manager following the resig- 
nation of his brother, Gordon 
Buck, who headed the firm’s fam- 
ily listening diary service. Space 


Meanwhile, Hooper has pro- 
posed to add four interviewing 
units in the San Francisco-Oak- 
land area this fall, raising the 
sample for the Pacific Coast pro- 


Becomes Broyles V.P. 
Robert B. McWilliams, account 

executive of Galen E. Broyles 

Company, Denver, has been ap- 


gram report to about 93,630 calls| pointed vice-president. 
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Costs, Buyer Resistance 
Threaten Auto Makers 


WaASHINGTON—On the assump- 
tion that consumer resistance will 
eventually force prices to come 
down, many of the business groups 
represented here are already won- 
dering when and where the pinch 
will be felt. 

Hearing of a prospective jump 
in steel prices, and new labor un- 
rest in Detroit, a representative of 
the automobile industry frankly 
confesses that car manufacturers 
are in danger of pricing them- 
selves out of the market. 

“Our prices are already too high 
for the mass market we need,” 
this man said, “yet we will have 
to raise them even higher the way 
things are going.” 

* * * 

Another example of adjustments 
ahead was provided by a repre- 
sentative of the dairy group, who 
complains that it will be difficult 
to sell butter for more than 70 to 
75 cents here. He feels the farmer 
will have to accept less for his 
butter fat, yet he admits the 
farmer cannot afford to take less. 

* * * 


Ironically, the Senate OPA bill 
pleased most lobbies except NAM, 
sparkplug of the revolt against 
price control. Taking advantage 
of the fuss NAM created, various 
farm groups pushea through their 
special interest amendments, then 
walked out without supporting de- 
control of manufactured and in- 
dustrial goods. 

* * * 

Despite present pricing uncer- 
tainties, the steel industry displays 
its confidence in the future by 
rushing an expansion program to 
provide a 3,000,000 ton increase in 
rolling capacity within a year. 
War-swollen ingot capacity will 
meet all demands, but estimates of 
“product mix” for the next several 
years point to shortages of sheet, 
used in auto bodies and fenders, 
washing machine jackets, etc. 

* * * 

As anti-inflation measures, gov- 
ernment spending for military, 
public works and veterans hos- 
pitals will be reduced, perhaps as 
much as $5,000,000,000. This would 
mean a surplus for the first time 
in more than a decade, but taxes 
will stay up and so will the na- 
tional debt, because the govern- 
ment wants to reduce the amount 
of money in circulation and will 
not risk retiring securities. 

* K ok 


Scramble for pig iron at the 
Civilian Production Administration 
is reminiscent of wartime struggles 
for aluminum and other critical 
items. Protesting a generous al- 
location for Wilson Wyatt's veter- 
ans’ housing program, auto makers 
say that unless their share in- 
creases, veterans may be jobless. 

# * * 


Aggressive Patents Commis- 
sioner Casper Ooms is a top notch 
administrator, and a good busi- 
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322.00 per 1000 Lots | 20°x30° $2.50 EA. ? 


24 HOUR SERVICE ON REQUEST 
““THE PHOTOGRAPHER'S PHOTOGRAPHER” 
WRITE DEPT. 90 


Abe 165 West 46m St. Ay 
2, Me OPYTLRT New Yor 19.NY ji 


WE DELIVER WHAT WE ADVERTISE" 


By STANLEY E. COHEN, Washington Edit 


ness man to boot. Finding that it 
costs 20c to print and distribute 
copies of patents (4,000,000 were 
sold last year) he felt he was giv- 
ing too good a bargain, so he has 
raised the patent office fee from 
10c to 25c. At his suggestion all 
fees for registering trademarks 
and other service under the Lan- 
ham bill were increased before the 
measure went to the White House. 
* * * 

Decline of the dollar will in gen- 
eral make it harder to import and 
easier to export, but at a time 
when we are not too anxious to 
export. With the public crying for 
goods at home, the Commerce De- 
partment, which issues export 
licenses, is constantly under press- 
ure from Congress to keep lumber, 


viviget 


nylons, autos and other items at 
home. 
* * * 

As dollar loses standing on the 
international exchange, publishers 
are finding that it will take more 
of them to buy the newsprint and 
pulp that we have been accus- 
tomed to import from Canada and 
Sweden. Result of this unforeseen 
turn of events could easily be re- 
vival of the domestic newsprint 
manufacturing industry, some ex- 
perts believe. 


Plans Name Change 


Alfred Decker & Cohn, Inc., 
Chicago, has called a special stock- 
holders’ meeting for July 29 to 
vote three-for-one common stock 
splitup and a change in the cor- 
porate name to Society Brand 
Clothes, Inc. 


Heads N. Y. Exporters 


J. C. Tweedell, manager of York 
Corporation International divi- 
sion, New York, has been elected 
president of the Export Managers 
Club of New York for a two-year 
term. 


Dealers Themselves Say 
AMERICAN LUMBERMAN 
Is Their First Choice 


They prove it with cash on the line in 
5-year average subscription record. 


1—Subscription Renewals ....-+-++-+++++se5t** 19.6%" 
2—Subscription at Basic Price...----+-++++++++* Leaps 
3--Mail Subscriptions ...--++-+++srsrrrerstrete 89.3% 


*Far ahead of any other lumber and 
building dealer paper. 


LATION NOW MORE. THAN 15,000 — UP ABC) 
EARLY 50% IN 4 YEARS, UP MORE THAN 


1500 SINCE DECEMBER 31, 1945. 


Published Every Other Saturday 
139 NORTH CLARK STREET, CHICAGO 2, ILL. 
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There’s a NEWS Story 


Behind that Headline... 


Local Appeal—that’s the secret of The Detroic News’ ever; 


increasing circulation! While The News has at its disposal the 


services of nearly a hundred syndicates supplying news of general 


appeal . . . it relies mainly on its own staff of Washington, 


New York, Hollywood and Michigan correspondents—its own sports, 


financial, food and fashion experts—to report and interpret the 


news with local appeal. Obviously, a newspaper with the intense 


reader interest evidenced by such great circulation must 


produce effectively for its advertisers . . . a fact 


substantiated by The News’ leadership in 


advertising in Detroit, and its position among 


America’s first five newspapers in advertising 


lineage for more than a quarter of a century. 


OWNER AND OPERATOR OF RADIO STATIONS WWJ AND WENA 


DAN A. CARROLL, 110 E. 42nd St., New York 17 


J. E. LUTZ, Tribune Tower, Chicago 11 
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Kellogg Boosts Thomas (|NPA Plans Montauk JULY ADVERTISING LINAGE IN FARM PUBLICATIONS H 
Charles D. Thomas, sales man-| Meeting, Sept. 9-11 — ag = F 
ager of Kellogg Petroleum Prod- : : wre Excluding Excluding 
National Publishers Association, Poult Poultry 
ucts, Buffalo, has been elected : - Poultry, , 
vice-president in charge of sales., New. York, will hold its annual Livestock Livestock R 
Pp 8 ' ti t the Montauk M -—Total Advertising——, and Classified -—Total Advertising——, and Classified 
meeting a e Montau anor, 
M t ik TT, L. N. ¥.. Sent. 9-11 c—7—1946——,, -—1945—_, 1946 1945 —imNii—a, omni tth—s 1946 1945 
ontauk, l. 1. N. ¥., Sept. Y-ii, Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lines ( 
Donald G. Shook, executive vice- FARM MAGAZINES Kansas Farmer ... 23.3 17,679 23.2 17,651 14,891 15,823 
president, has announced Michigan Farmer... 30.1 23,142 23.6 18,137 20,393 15,864 cre 
lt l All ? dati t the 250 Capper’s Farmer ... 31.3 21,296 30.0 20,377 20,464 19,718 bMissouri Farmer... 5.1 3,973 4.0 3,108 3,637 2,606 the 
ricuitura accommodations o e =| Country Gentleman. 48.1 32,729 49.0 33,284 31,511 32,469 | Missouri Ruralist.. 24.7 18,765 19.8 15,054 15,339 13,180 A 
cit 
> | room hotel, the official season of|Farm Journal ..... 45.5 19,520 47.6 20,472 18,291 19,766 | Montana Farmer... 30.5 23,145 27.0 20,400 18,285 16,235 : 
which closes on Labor Day, will be | Prosressive Farmer: Nebraska Farmer..: 43.6 32,942 39.5 29,834 29,325 26,769 He 
abi NP b : Golf Carolina-Va. New England of 
available to NPA members. | , Edition ....... 27.8 20,258 32.0 23,3837 18,718 22,184 Homestead ...... 28.5 19,980 27.7 19,254 138,749 14,046 
° fishing, swimming and tennis fa-| Ga.-Ala.-Fla Ohio Farmer ...--- 33.2 25,471 24.4 18,730 22,747 16,490 far 
‘liti : : Edition ....... 28.3 20,663 32.2 23,444 19,048 22,456 | Oregon Farmer 6.8 20,216 30.8 23, : ; 
Digest cilities will be available. eat al’ Wi oe In 
vitceHie ies. eden, ei Edition .....-. 27.4 19,957 32.5 23,722 18,554 22,814 Bulletin... 13.4 14,574 13.1 14,308 14,574 14,308 
RAMS Miss.-La.-Ark. Pennsylvania 
FOR FARM AND HOME ABC Promotes Donahue Edition ....... 28.7 20,911 31.5 22,943 19,473 21,976 Farmer ........- 24.7 18,988 26.5 20,357 16,418 18,291 se] 
h resi Texas Edition ... 31.4 22,905 32.3 23,575 21,277 22,494 | Utah Farmer ...... 16.6 12,538 17.1 12,985 12,141 12,344 of 
50 Milli nae John Donahue has been ap~-|sin an 5 Editions.. 24.0 17,482 28.8 20,950 16,569 20,296 | Wallaces’ Farmer & 
Million Opportunities to ointed assistant to the vice-presi-|*Aaver. 5 Editions.. 28.7 20,939 32.1 23,404 19,414 22,385 Iowa Homestead.. 39.2 30,726 36.8 28,820 28,571 26,434 
rT; ’ P ti h f 1 f Ameri- | Southern Agricul- Washington Farmer 32.4 24,425 31.6 23,918 22,507 21,978 ' 
- Get Your Product “Talked About” | dent in charge o c, es o ithe |o. UPI, s+scee sees 18.5 12,922 21.6 15,118 11,695 14,373 | Western Farm Life. 36.0 28,219 34.8 27,309 17,633 15,731 
heilieiesht ani ta can Broadcasting Company, WIth | successful Farming. 45.0 20,196 43.0 19,531 18,744 18,513 | Wisconsin Agricul- 
Agricultura ers make over fifty millionfarm | headquarters in Detroit. He will aa ae CRPISE eects sseese 29.0 22,749 31.1 24,414 21,295 22,357 
ey each year. Be sure these influential supervise national network sales Total Group ....332.0 211,357 351.7 225,803 197,775 216,763 reners Lerten . 
leaders know about your products to implement | * : 5 FARM PAPER Total Group 624.9 484,617 589.7 457,535 418,445 397,303 3 
the farm practices and home conveniences they |in the Detroit and Pittsburgh of- S Bi-Weeklies—June 
recommend. Agricultural LEADERS’ Digest | fices. Monthlies e*Arizona Farmer.. 62.8 47,474 37.7 28,528 45,430 27,456 , 
reaches all 30,000 men and women leaders serv- Agricultural Lead- California Cultivator 31.4 23,737 35.7 27,023 21,650 25,007 
Ing six million farm families. Ask for Market and ers’ Digest ...... 24.3 4,781 27.3 5,341 4,781 5,341 Dairyman’s League 
Merchandising Data Folder. Two Appoint Agency American Fruit e NOWO _secsaceesss 8.4 6,110 69 5,032 4,511 4,063 e 
Grower wae maleae 31.5 13,570 28.0 12,164 13,104 12,021 Pacific Rural Press: 
AGRICULTURAL LEADERS’ DIGEST Advertising Bureau of America, | “™erican Poultry Southern Edition. 33.3 25,208 34.7 26,270 20,847 24,253 > 
139 N. Clark St., Chicago 2, lil ;| gournal: Northern Edition. 36.7 27.747 36.5 27,623 23,386 24,510 
‘ ee ie by be Bese — to Restore Edition. . 22.7 9.588 ast 11,463 7.406 $708 Prairie Farmer ... 38.5 28,052 38.0 27,454 23,234 22,725 
andle the advertising of Wemain ntr ition.. 19. , : " ; saainas-iadioaaian. sine 
PUBLISHED EXCLUSIVELY FOR LEADERS IN J... Seabright Pearl As-|* Western Edition.. 18.7 8,047 18.9 8,136 6,701 6,589 Total Group ....148.3 110,854 151.8 113,402 93,628 100,558 
AGRICULTURE AND HOME ECONOMICS 4 pany *In all 3 Editions 17.6 7,551 18.3 7,835 6,219 6,368 Weeklies—J / 
sociates. meee Dering Cappers Woekiy 6.7 14,949 7.1 15,810 8,962 9,984 | 
Methods ........ 17.3 7,422 24.3 6,093 7,422 6,093 =p hanes iy ; ’ : , a j 
Better Fruit ...... a £308 8660 G4n8 «(fase «Gene | “ae SRONO SOP CC. ccces 108 95.00) 10,000 20608 ‘ 
aBreeder’s Gazette. 19.8 8,907 19.5 8,793 4,439 6,385 ae Sa eeseneasses , ° , ’ 
A ULUS f Iss ue to hf ea tu re CEraph ...-<..... 20,0 13,588 19.0 13,048 18,588 13,048 fae Mad 16.6 89,218 17.4 41,077 24,621 28,601 | F 
Cattleman, The ... 54.6 22,953 44.2 18,564 16,313 12,824 | Guicago Daily Drov 
ooperative igest. 15.0 3,150 17.5 3,675 3,150 3,675 : j E 
Tak and Hanen.. S04 thee $84 S0ees $6400 Beate | gee Pee: 8° SLE Th) Se ee = 
« . Florida Gower nn: sg 1H201 16-6 1s-860 18,490 11.874 | Drovers Telegram 21.4 45,572 18.6 39,484 90,835 38,208 = | r 
: aes , . . 9 e , Omaha Daily Jour- ; ps 
arine Terminal and fi 8 SE ES SS nee me nee mee | 
St. Louis Daily Live 
Hukisas Fan Ct SATA 1LG (85S TERS (1.008 | Gtook Meporter .. 18.4 $0,500 156 30,008 91.05% 85,007 bs 
* Pe TG aN a a a BGRO wsoess Total Group 68.0 144,978 66.4 141,887 103,983 103,814 ¥ 
en ae eee *Not included in totals. 
Me 11.2 5.059 10.4 4.701 4,872 4,482 aJuly-August issues combined both years. 
Southern Farmer... 2.8 2,306 3.3 2.625 2.306 2.625 pe logy occa A gy Rg = 
sae eg — -- 14.9 10,429 14.0 9,781 9,634 9,065 +Bi-monthly 1945. 
are 35.0 14,693 36.6 15,372 6,349 4,998 eon 
Western Livestock CANADIAN rel 
9 
Journal ......... 67.7 28,546 51.4 21,602 11,130 9,100 | scanadian Country- 
ae ee. ae ads 35.0 24,535 30.8 21,533 20,484 17,911 
Meath cane 124? 228684 468.8 214,941 180,643 172,528 | Country ‘Guide, The 33.4 24,021 26.1 18,800 24,021 18,800 As 
Arkansas Farmer.. 8.8 6,450 12.9 10,063 6,450 10,063 Bi oe ig vali wi 
Idaho Granger .... 10.7 11,633 9.7 10,475 11,633 10,475 134 7 Co 
ion? Eastern Edition.. 71.2 71,193 55.3 55,294 48,539 38,390 
Just Released! Nation's Agriculture 5.9 2,683 6.1 2,313 2,688 2,313 | ‘Western Edition. 66.9 66,941 47.2 47,221 50,783 35,598 | 
Tot aa Farm & Ranch 
‘ Pas See See Seek SNR Shee preview vanes 14.3 10,289 16.7 12,044 9,627 11,284 ho 
A i Agricul- armer’s Advocate rit 
4-Page Preview turist. .-cccssss+ 20.1 14,605 20.7 16,647 12,647 12,940 | yo,d¢,Home Magazine 36.8 25,758 87.0 26,008 22,287 22,197 f 
California Grange 4 " ° , ’ , Farmer’s Magazine. 26.0 18,051 27.0 18,629 16,423 17,221 ¢1 
* . BE ch dieaiee x 12.9 14,392 10.8 1 °*Free Press Prairie tri 
of the Editorial iethake tnnoe 39.9 $8156 36:8 is oes stone 120ee | | warmer ......... 95.6 107,510 74.2 83,500 54,831 41,702 ‘ 
MARINE TERMINAL Farmer, The : ‘ 34.3 26,860 35.5 27,812 23.048 23,903 Western Producer.. 45.7 48,864 42.5 45,422 24,646 23,369 ‘eas 
es oard’ ai . 38.2 27,813 33. 424.9 356.8 
Contents. Write PORT CONSTRUCTION Saabs Warmer ..... 86.8 25,302 32.3 24379 riety eth PEE RR ++ AT SORES ONES SONOS ATLGOS Ree br 
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. = blicati h ‘ ‘ ‘ ee : tic 
arm u ICATIONS | Publications, owever, declined|ing equipment division of Edison 
* 9.1% from a year ago, with 20,-| General Electric (Hotpoint) Com- one 
Report 1.9% Gain 766 lines. pany, Chicago, has been named m: 
Semi-monthly farm papers re-|™anager of the kitchen sales di- cre 
| Li V ] : vision eq 
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i i i i ' : ue was reported for June weeklies : 
since the part America will pects of pier and wharf qual-|j,ne and July issues, according poll ee tee Ba Klies| paper, “BuyWay,” has been pro- pe 8 
play in the future commerce of _ ity design trends, plus factual|t) Apvertisinc AcE’s monthly Sn tie anes Sir Ae aoe moted to director of sales promo- on 
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. 4 . (7) 
of our ports to expediently and keyed to current transporta-|an 8.9% advance registered for by Canadien farm publications ew | 
economically handle all types tion and handling methods...|May and June issues. Total vol-| 4; | : ‘ os se 8 e 
; : which carried 397,162 lines for a Opens Miami Division 
of cargo. This means revamp- all based on first hand reports| ume was 1,240,424 lines. 20.9% advance Rontuase Vice & tuber Ca 
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ing present waterfront facili. from the field and an extensive| July farm magazines carried oan ee ta established at no 
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WORLD PORTS and ARCHI- four page folder just released. carried a year ago. une mon ly of the electric commercial cook- Goodyear since 1935. cal 
TECTURAL RECORD are col- See for yourself what a com- | cel 
laborating in their respective prehensive job WORLD O W N U \ A sel 
August, 1946, issues to bring PORTS has undertaken to l l ’ ode . Be 
to the nation’s top port offi- keep the important executives -= 


cials, stevedoring company ex- 
ecutives, marine _ terminal 
executives and steamship line 
officials a working guide for 


of waterfront operations fully 
abreast of the latest develop- 
ments and trends in marine 
terminal and port construc- 


Here is “the market for tests you can trust”— 
@ a perfect cross-section of the nation’s population, 


chosen by U.S. Government for tests and studies. 


marine terminal and port con-_ tion. There is an important @ a one-newspaper market, with negligible outside } 
struction. WORLD PORTS _ opportunity for you to tie-in newspaper circulation to create complications. ci 


will present numerous exclu- 
sive articles on the many as- 
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COMPLETE PLATES CLOSE 


with this special study. Write 
for your copy today. 


AUG. 15 


WORLD PORTS 


buy here. 


@ a self-contained market; the people who live here 


@ an economical market to test. And you can do 
it through “split runs” at no extra cost! 
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New York Office — 122 E. 42nd Street — Murray Hill 3-5520 IMMEDIATE 
San Francisco Office — 640 Mason Street — Douglas 7233 
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World, Transportation Supply News, and the College of Advanced Traffic. 
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Harvester's ‘City 
Farm’ Attracts 
Record Throngs 


Cuicaco—R ecord summertime 
crowds are spending a day on 
the farm “without leaving the 
city” by viewing International 
Harvester Company’s presentation 
of mechanized agriculture at the 
famed Museum of Science and 
Industry here. 

International Harvester was 
selected by the museum’s board 
of directors in December, 1944, to 
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Now you can spend a day on the farm 
without leaving the city... 
ot the Museum of Science and Industry 


arrange the exhibit, which is to 
remain at the museum on a Pper- 
manent basis. Raymond Loewy 
Associates designed the exhibit, 
which was constructed by Diorama 
Corporation of America. 

The exhibit’s full-size farm- 
house includes a _ kitchen that 
rivals the city’s most modern of- 
fering—with electric range, elec- 
tric dishwasher, automatic garbage 
disposal unit and home freezer 
locker. Then there’s the chicken 
brooder house, garage and office, 
barn and silo, and milkhouse. 

The visitor views an Interna- 
tional delivery truck loaded with 
milk cans, a McCormick-Deering 
milker, International Harvester 
cream separating and milk-cooling 
equipment, and a model of the 
new IH dealer base of operations. 
A photomural illustrates Harvester 
products on the job in their re- 
spective fields of industry, and the 
visitor also may take time to view 
one of several IH films in a small 
museum theater. 


Publicize Opening 


Opening of the exhibit was an- 
nounced in 1,200-line advertise- 
ments in Chicago newspapers, 
handled by McCann-Erickson, Inc., 
and reached a nationwide radio 
audience when an ABC hookup 
carried the presentation dinner 
ceremonies conducted by the mu- 
seum July 2. International Har- 
vester also has prepared a booklet, 


IF YOU HAVEN’T 
SEEN THIS MARKET 


You'll want to know why certain 
foods, drinks, cosmetics and 
cigarettes are missing out on it. 


...For it is all around you, with 
seven billion dollars to spend on 
everything people buy anywhere. 
Yes, the Negro market is so close 
to us all that it’s easy to overlook 
it. And yet it is amazingly easy to 
reach it, too, for the Negro looks 
to his race press for guidance. 
Your advertising in his papers can 
earn his confidence, good will, and 
regular patronage. 

So no matter what your product is, 
it will pay you to write to Inter- 
state United Newspapers, Inc., 545 
Fifth Avenue, New York, for the 
facts and the success stories built 
out of reaching this great and 
growing market through economi- 
cal advertising. Write now. 


“Harvester Farm,” for dealers and 
branches to distribute to customers 
intending to visit Chicago. 


Petrillo Motion Strikes 
‘ . . . 
at ‘Anti-Petrillo’ Bill 

Counsel for James C. Petrillo, 
head of the American Federation 
of Musicians, has filed a motion 
in federal district court in Chicago 
seeking dismissal of the govern- 
ment’s criminal information charg- 
ing Mr. Petrillo with violating the 
so-called Lea “anti-Petrillo” Act 
by trying to force radio stations to 
hire unneeded musicians (AA, 
June 17). 

Attacking the constitutionality 
of the act, the dismissal motion 
claims that the information does 
not state sufficient facts to con- 
stitute an offense against the 
United States. It also alleges that 


the act abridges freedom of speech, 
denies equal protection under the 
law, imposes involuntary servi- 
tude, and is “a congressional ex- 
ercise of power not delegated by 
the Constitution.” 


Ed Short Joins WJJD 


Ed Short, formerly assistant 
director of public information, 
Foote, Cone & Belding, Chicago, 
has joined Station WJJD, Chicago, 
as promotion manager, succeeding 
Robert Ward, who has joined the 
sales staff. 


Manila Daily Expands 

The daily Manila Chronicle be- 
lieves it is the first Philippine 
newspaper to establish its own 
office in the United States since 
the war. It has opened a news 
and promotion bureau at 16 Court 
St., Brooklyn. 
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Holley Names Merchant | Appoint Purcell A.M. 

Ely. Merchant, formerly with G. W. Purcell has been ap- 
Kudner Agency, New York, has| pointed advertising manager of 
been named account executive of| Van de Kamp’s Holland Dutch 
Robert Holley & Co., New York. Bakeries, Los Angeles. 


a 
PHOTOSTATS 


FOR ADVERTISING... 


PHONE WHI. 5355 


540 N. MICHIGAN AVE. @ 185 N. WABASH AVE. 
410 N. MICHIGAN AVE. @ 111 & DELAWARE ST 


oR the first time in history, the South 
has a servant problem. The “Mammy” 


who used to 


do the housework got a 


job in a factory during the war. And the 
vigorous growth of Southern industry will 
help her to keep that job during peacetime. 

The South’s solution to this problem is the 
purchase of household appliances just as fast 
as they come on the market. The South’s 
new “Mammy”’ is electricity and the count- 
less labor-saving devices electrification brings 
to the home and farm. 

The Rural South alone plans to spend 
$1 BILLION for electrical appliances during 
the next five years. The South’s leadership 
in rural electrification, coupled with a 
shortage of domestic help, has created an 


—— 


enormous sales opportunity for appliance 
manufacturers. 

Are you building trademark preference in 
this mighty market? The Progressive Farmer 
is the South’s leading magazine. More 
Southerners will see your advertising in The 
Progressive Farmer than in any other pub- 


lication. 


The Sout 
Th Si 


Advertising Offices: sirRMINGHAM, RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 
Pacific Coast: Edward S. Townsend Co., San Francisco, Los Angeles 
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Hutzler Gets Holiday 


Holiday Products Company, 
Dayton, manufacturer of toys and 
sporting goods items, has ap- 
pointed Hutzler Advertising 
Agency of the same city to han- 
dle its account. 


Graver Promotes Welp 


Edward W. Welp, technical di- 
rector of the process equipment 
division of Graver Tank & Mfg. 
Company, East Chicago, Ind., has 
been appointed sales manager of 
the water conditioning equipment 
division. 


Gets Jewelry Account 


Holland Jewelry Corporation, 
San Angelo, Tex., has appointed 
Wilson, Haight & Welch, Hartford 
and New York agency, to handle 
its advertising. 


The Advertising Market Place — 


The rates for this department are as follows: “Help Wanted,” “Positions 


Wanted,” 


“Representatives Wanted,” 


and “Representatives Available,” 


50 cents a line, minimum charge $2. Figure bold face heads 25 letters 


and spaces per line; light bodyface 


34 per line. Box numbers add two 


lines. Terms cash with order. Forms close Thursday noon, 11 days preced- 
ing publication date. Display advertisements take card rates. 


HELP WANTED 


HELP WANTED 


Excellent Opportunity for Experi- 
enced advertising man to direct and 
execute regular schedule of mer- 
chandising newspaper advertisements 
for large retail drug organization. 
This is a permanent proposition for 
topnotch man who knows all the 
angles and can produce large and 
distinctive, action - getting weekly 
promotions. Write, stating qualifi- 
cations, age, references and salary 
expected. An interview may_then 
be arranged. Write “Retail Drug- 
gist.” P. O. Box 2993, Charleston, 
West Virginia. 


SPACE SALESMAN WANTED 
Reliable competent space salesman 
either full or part-time. Some steno, 
advantageous. Excellent future in 
growing field. Good salary for right 
man. Veteran preferred. 

Box 8320, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


CLEVELAND'S 


BASIC 


BC Network 


CLEVELAND, O. 


COMMANDS HEAP BIG 
“LISTENER SAup 


Get aboard and let WJW, Cleveland’s Chief Station, a Com- 
mander of big listenership, guide you to Northern Ohio’s billion 
dollar market. WJW brings in more daytime listeners per dol- 
lar in the Cleveland area than any other regional station. 


STATION 


850 KC 


WwW 


DAY AND NIGHT 


REPRESENTED NATIONALLY BY HEADLEY-REED COMPANY 


MORE ADVERTISERS 
USE MOR 
IN 


E SPACE 


THAN IN ANY OTHER 
OUTDOOR MAGAZINE 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 8S. State St., Har. 2063, Chicago 


Sell FAMOUS AMERICAN Series 
direct to schools and libraries. Sev- 
eral areas open. O.K. to sell with 
other publications. Charles Webb 
& Co., 1308% Lyman Place, Los An- 
geles 27, Calif. 
ARTIST 
To join Chicago agency staff. Full 
variety of work. Permanent place. 
Good income. Write full details. 
Box 8312, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations, 

185 N. Wabash Ave. Chicago 


POSITIONS WANTED 


Public Relations—Advertising Dir. 
Emp. good pos., no housing. Seek 
perm. pos., future. Vet, young, ag- 
gressive, experienced. 
Box 8306, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING MAN 
Thoroughly versed in national and 
retail advertising and merchandis- 
ing with agency and manufacturer’s 
experience. Fluid and flexible writer, 
good organization man with prac- 
tical background in sales promotion, 
production, systematic office detail. 
A profitable investment for an 
agency or a company looking for a 
hard-working productive adv. man- 
ager ‘or top notch assistant who 
keeps a knowing and ingenious eye 
on expenses and returns. Best ref- 
erences from past and present em- 
ployers. Not earning $6,000. Chicago 
area only. 

Box 8813, ADVERTISING AGE 
100 FE. Ohio St., Chicago 11, Ill. 


EXPERIENCED advertising repre- 
sentative with complete knowledge 
of eastern accounts is desirous of 
making an early change. 

Box 8314, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. 

ADV. AND SALES PROMOTION 
Mer., widely experienced in indus- 
trial, building, hardware and agri- 
cultural fields; capable merchandis- 
er. Newspaper, agency and manu- 
facturer background. Desire con- 
nection requiring mature and able 
advertising department head. 

Box 8315, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


COPY-IDEA-CONTACT MAN 
Trigger-quick, versatile. 18 years 
exp. Copy Chief, radio, counsel, sales. 


Ze 


Unique copy slants. Compelling 
merchandising ideas. Excellent on 
contact, presentations. Have un- 


usual access to new business. Chi- 
cago. 
Box 8316, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Att’n Mfe’rs and Ad Agencies 
Executive-type sales-minded adver- 
tising and sales promotion manager 
now administering million dollar 
budget. Thoroly exp. adv., sales, 
merchandising, market research. 
Regularly plan, organize and address 
national distributor conventions. Re- 
freshing personality. Young, but 
mature. University graduate. $7200. 
he Lin today for convincing inter- 
view. 

Box 8317, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Man, 30, Married, Seeks Position, 
with long range possibilities in Chi- 
cago publishing house. Experienced 
book copy, layout, production. 
Box 8318, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES AVAILABLE 


9 Years Heavy Space Sales Experi- 
ence with one group of consumer 
and trade publications. Want to 
make change. 

Box 8319. ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


MISCELLANEOUS 


EFFECTIVE FRENCH LANGUAGE 
Brochures, Direct Mail Adv., ete. 
Prepared for French and Middle- 
East Markets by Frenchman. 5 
years Exp. Middle-East. Bw. 4. 
Regniers, 1816 Ave. J Brooklyn 30, 
New York. 


Krom-a-Tone Post Cards 
Newest, most economical way to 
display any product. 
Samples on Request. 
Graphic Arts Photo Service 
Box 365-A, Hamilton, Ohio 


“Woman Golfer’ Bows 


Woman Golfer, published by the 
Women’s Professional Golfers As- 
sociation, Greensboro, N. C., is de- 
voted to the feminine angle of 
amateur golfing. The first issue 
appeared this month. Walter C. 
Elly has been appointed national 
advertising manager, with offices 
at 70 E. 45th St., New York. 


Army Recalls Weaver 


J. Oren Weaver, who was re- 
leased from the Army last Oc- 
tober and then became director of 
the department of education, 
WBBM, Chicago, has been re- 
called to the Army, reporting to 
the Quartermaster division in 
Washington on July 22. 


Most Advertised 
Foods Sell at OPA 
Levels, AA Finds 


Supermarkets Tell 
Reasons for Meat, 
Butter Increases 


Cuicaco—Whatever the reason, 
the absence of price controls since 
July 1 has not led to much of an 
increase in prices—at least as they 
are advertised. 

Grocery chains and supermar- 
kets here and elsewhere not only 
have continued to sell most food 
and kitchen supply items at OPA 
prices or less, but have also em- 
phasized in their ads that they will 
not hike prices unless forced to do 
so by rising wholesale prices. 

Others who are using ads to 
stress present prices at or below 
former ceilings include many cloth- 
ing merchants, department stores, 
liquor dealers and drug_ stores. 
There are, however, some ads call- 
ing attention to price increases 
caused by rising wholesale prices. 


Many Cities Surveyed 


A check by ADVERTISING AGE on 
grocery store ads in various cities 
shows that between June 27 and 
July 12, the demise of OPA led 
neither to marked price or inven- 
tory changes. Although live stock 
again is moving to packing plants, 
at all-time high prices to packers, 
and some markets have received 
large supplies of butter from stor- 
age reserves, comparatively few 
markets had received enough meat 
and butter to warrant advertising 
those commodities last week. 
Wholesale prices may as reported 
have jumped 25 points on the Bu- 
reau of Labor Statistics index 
since July 1, but retail ads do not 
yet reflect the fact. 

Several ads by chain stores here 
reflect latest changes in the meat 
and butter situation. Jewel Tea 
Company stores, for example, in 
advertising butter at 74 cents a 
pound, point out in ads that “But- 
ter this week cost Jewel 74c a lb., 
the same as our retail price. The 
higher cost of butter is due to the 
removal of the 13c a lb. subsidy 
formerly paid by the government 
with your tax money.” 

Jewel ads, headlined “Jewel 
Holds the Lid on Prices,” also ex- 
plain that “Higher prices for live 
stock and the removal of govern- 
ment subsidies paid with your tax 
money have increased supplies 
and forced price changes” but add 
that “Prices are still low at 
Jewel.” 


Kroger States Policy 


Kroger advertised butter at 73 
cents and National Tea at 74 cents. 
A&P and IGA stores did not ad- 
vertise butter; Goldblatt Bros. ad- 
vertised butter “at Chicagoland’s 
lowest prices.” Meats were again 
advertised, for the first time in 
months, and were offered at above- 
OPA ceilings. As elsewhere in the 
country, Kroger ads carried the 
statement: “It remains Kroger pol- 
icy to sell meats at former OPA 
ceiling prices plus the amount for- 
merly absorbed by the govern- 
ment subsidies. Any additional 
costs we have been forced to pay 
for meats have not been added to 
Kroger retail prices.” 

Kroger prices for meat included 
(per pound): Porterhouse steak, 
59c; sirloin steak, 49c; round steak, 
48c; rib roast, 41c; hamburger, 34c, 


and short ribs, 26c. National ad-|} 


vertised rib roasts at 39c, round 
and sirloin at 48c and pot roast at 
35c. Jewel offered center cut pork 
chops at 45c and end cut pork 


chops at 35c. Goldblatt offered pot 
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roast at 34c and sirloin at 47c. 

Although these were above OPA 
ceilings—and not much of 
an improvement over former 
black market prices and present 
prices charged in many other 
stores—they apparently repre- 
sented the great bulk of the price 
changes in Chicago, except. for 
milk, up from 31 to 37 cents for 
two quarts. (Part of the milk 
price boost resulted from a late 
hike authorized by OPA.) 

No price changes came here in 
the two-week period on coffee, 
soaps and _ cleansers, cigarets, 
canned fruits and vegetables, pea- 
nut butter, potato chips, _ etc. 
Prices of vegetables and fish fluc- 
tuated. Egg prices went up from 
one to three cents a dozen. 

Meat and butter also reappeared 
in St. Louis, and meat was again 
advertised July 11 in_ several 
other cities, including Memphis, 
Detroit and Louisville. In Louis- 


A FUTURE IN— 
LITHOGRAPHY 


Offered the man having the understand- 
ing and knowledge to sell fine lithog- 
raphy—on an ample salary + bonus + 
expense basis. 


Replies welcomed from men in: 

Atlanta Cleveland 
Baltimore New York 
Philadelphia 
F. M. Metcalf Advertising Agency 
2039 Walnut St. Phila. 3, Pa. 


LAYOUT MAN 


Can develop 
into art directorship job and manager of 
art department. Salary and bonus. Past 


For medium-sized agency. 


agency experience desirable but not 
essential. 
references. 


Give complete information and 


Box 6528, Advertising Age 
100 E. Ohio Street, Chicago II, Illinois 


3-TALENTS IN ONE MAN 


LAYOUTS—Color Visuals & Semi- 
Comps. 


PRODUCTION—Printing, Displays 
& Ads for publication 


PHOTOGRAPHY — Stills, Movies 
& Color (Trained by the Navy 
at LIFE Magazine) 


Young man (29) Experienced in 
advertising agencies and adver- 
tising departments. Capable of 
handling complete advertising 
sales promotion & merchandising 
campaigns. Salary commensurate 
with ability. Available August Ist. 


Box 6529, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


Unusual Opportunity for 
COSMETIC 
COPY WRITER 


Must be an accomplished writer on 
cosmetics. Newspaper and direct mail. 
Dept. store experience helpful. Large 
nationally known company. Highly 
interesting variety of work. Splendid 
opportunity! 
Box 6515, Advertising Age 

100 E. Ohio St., Chicago 11, Illinois 


AD. MAN 


Now mgr. adv. & SI's Prm. AAA Co. s'I'ng 
thru autom't'y. j'b'rs. Exp. publ'n, d.m. 
adv.; mkt. r's'rch; ag'ncy contact, 
d'v'l'pm'nt; 41; married; sober; worker; 
East to Central U. S.; Sal. 5,200 

Box 6525, Advertising Age 
100 E. Ohio Street, Chicago II, Illinois 


p—-~—-~-Ever Need ------, 
!'a Rush Job Copywriter? ; 


i Woman 14 years agency, newspaper ex- § 
erience. Comfortably employed. Offers 5 

I elp with "little stinker'' jobs. Copy and 

Saturdays—Evenings—City 1 


Box 6526, ADVERTISING AGE : 
I 330 W. 42nd ‘St., New York 18, N. Y. 


I rough layouts. 
only. 
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ville, Kroger advertised sirloin at 
48c, chuck roast at 34c and short 
ribs at 25c. In Detroit, Kroger’s 
lamb rib chops were 45c, leg of 
lamb 37c, beef roast 39c and veal 
cutlets 46c. Meat prices in St. 
Louis were: At Giant stores, leg 
of lamb, 43c; lamb loin chops, 61c, 
and lamb rib chops 49c; at Lynn’s, 
sirloin, round and _ tenderloin 
steaks, 69c; rib roast 50c, and 
chuck roast 45c. Lynn’s offered 
butter at 64c both June 27 and 
July 11. 


Unusual Ads in Houston 


The most unusual advertising of 
meat and other food prices devel- 
oped in Houston, where Wein- 
garten’s supermarket not only 
listed its current prices but also 
gave “our last OPA ceiling’ prices 
on every item listed. Meats were 
also available in Houston before 
OPA’s demise. Weingarten’s full- 
page ad in the Houston Chronicle 
indicates that almost all its meat, 
fresh vegetables, poultry and 
other items are sold now at less 
than ceiling prices. Its lamb rib 
chops sold for 39 cents a pound 
both June 27 and July 11. A&P’s 
prices in Houston for lamb rib 
chops increased from 39 to 44 
cents, and other A&P meat prices 
increased from four to seven cents 
a pound. 

In other cities, chief price 
changes covered eggs, which ad- 
vanced several cents a dozen in 
almost all cities, and poultry, also 
boosted from one to five cents a 
pound. ‘Triangle Food _ Stores, 
Giant Eagle Super Market, Kroger 
and A&P in Pittsburgh maintained 
unchanged prices on sugar, on 
Van Camp, Heinz, Libby, Del 
Monte, Stokely and other brand 
foods, on potatoes and other vege- 
tables, etc, 

In Washington, Acme Super- 
markets, DGS and Giant Food 
Department Stores continued to 
“hold the line” on prices of cold 
cereals, tea, fruit juices and other 
foods. In Washington, as in 
Louisville, Detroit and some other 
cities, Kroger was first to offer 
fresh meat. 


Safeway Tells Policies 


Safeway Stores, in Washington, 
San Francisco and elsewhere, ad- 
vertised early that whatever 
changes occur on price controls, 
it would pledge itself to the fol- 
lowing three price policies: (1) 
“Safeway will continue to give 
consumers the benefit of savings 
resulting from its way of doing 
business by pricing at the lowest 
point that will yield a reasonable 
profit. For many years, Safeway’s 
profit has averaged less than two 
cents on every dollar of sales; (2) 
Safeway will do no speculative 
hoarding, and (3) Safeway will 
pay full legitimate market prices 
to farmers and other producers of 
food.” 

Jobbers of Seagram-Distillers 
Corporation are running ads this 
week warning the public not to 
pay more than OPA ceiling prices 
for its whiskies. Copy reads: “The 
House of Seagram is selling its 
products to the undersigned 
(local) distributors at exactly the 
same prices that prevailed while 
OPA ceilings were in force.” 

The ads point out that the dis- 
tributors “are selling Seagram 
brands to retailers and taverns at 
exactly the same prices they paid 
under OPA,” and warns that “the 


prices to you should not be one 
cent higher than you paid before 
July 1! Dont’ let anyone tell you 
otherwise! Don’t pay more!” 


ATF Spurs Mail Orders 
by Catalog, ‘Reward’ 


To encourage mail orders, which 
already account for 60%-70% of 
its annual sales of type, miscella- 
neous supplies and small equip- 
ment, American Type Founders 
Sales Corporation, Elizabeth, N. J., 
has inaugurated a complete mail 
order selling system. The com- 
pany will distribute a 200-page 
catalog, listing approximately 1,500 
items of printing accessories and 
supplies. Studies have been made 
on each item listed, and turnover 
in individual branches has been 
discovered. 

ATF has also established a “sales 
effort reward” plan in each branch, 
based on the volume of mail or- 
ders. 


‘Photoplay’ Gets ‘Face’ 

Anita Colby, consultant to Selz- 
nick stars in Hollywood, has been 
appointed beauty editor of Photo- 
play, New York. 


Ben-Gee Markets 
New Chow Mein 
Dinner Package 


Cuicaco—Ben-Gee, maker of 
Chinese foods, has introduced a 
new Chow Mein Dinner package, 
consisting of a can of its vegetable 
chop suey, a jar of chow mein 
noodles, a tea bag and soy sauce, 
sufficient for four servings. 

The company has begun pro- 
moting the dinner package in 
grocery trade publications and will 
advertise the product in news- 
papers from coast to coast. The 
package, first of its kind to reach 
the market, will be sold through 
jobbers nationally. 

Newby & Peron here handles the 
account. 


Joins Capitol Records 


Steve Schaffer, former account 
executive of Western Advertising 
Agency, Los Angeles, has joined 
Capitol Records, Hollywood, as 
sales manager. 


Doriss Joins TACA 


John B. Doriss, for the last year 
middle Atlantic advertising rep- 
resentative for Aero Digest, has 
been appointed supervisor of ad- 
vertising of TACA Airways Sys- 
tem, with headquarters in Miami, 
to represent the company’s lines 
in Central and South America. 
Mr. Doriss was previously field 
service representative for Pratt & 
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Whitney Aircraft, East Hartford, ° 
Conn., division of United Aircraft 
Corporation. 


Offers Prize for Name 

Tire Review, Akron, which of- 
fered, in its June issue, a prize 
of $100 for a new, euphonious 
name for synthetic rubber, is 
publishing the first list of sugges- 
tions in its July issue. 
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“BEAUTY 


Aloo publishers of DRUG 


4 oe ‘of the finest perfume _ 


‘ and cosmetic advertising 


each month — 


FASHION § 


AND COSMETIC INDUSTRIG 
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THIS |S NEW YORK 


* 


In the shadows of Brooklyn Bridge, on South St., is Fulton 
Market, largest fish distribution market in America. Fas- 
cinating with its rough but immaculately clean cobblestones, 
masted trawlers, picturesque seagoers and diversely colored 
buildings left from other eras, it occupies 6 city blocks. 
Fulton Market sold 273 million pounds of 160 edible varie- 


ties of fish in 1945, within New York's 50 mile radius. 
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SAREE A Re — ‘Chicago Times’ JUNE SALES OF CHAIN STORES | © 
phatese 4 oe: prs senecs Food Chains 1946 v9 1945 > ny woo Perot bs Loss 
shereee kee ae eiekriete *" ee ee A $ 5,992,223 $ 4,415,135 +35.7 $ 34,815,059 $ 27,275,226 +27.6 . 
Shete rs hes Be ne telale a . Kroger Company ........ 39,205,476 34,410,777 +14.0 236,463,678 202,316,714 +17.0 
Setsisksts ee siatetens 1) iS eS ir National Tea ............ 10,543,170 7.615.959 +384,  63.416.314 43,918,875 +44.4 
eeret etek y  } Shesetsrs GUUUMEEE decatsasseessiacs 60,606,519 49,739,090 +21.9° 364,788,329 292,304,328 +248 ] 
atetsisf.tat ScEseccee ’ , Group. Total ........-. $1 16,347,388 $ 96,180,961 +21.0 $ 699,483,380 $ 565,815,143 +23.6 
Va ithe Tt, \O eee fog ~~ $126,548,109 $ 80,512,707 +57.2 $ 606,332,661 $ 396,517,954 +52.9 
is bas meh Wietet an ry 0 Tapco epee 7,939,641 4.628.346 +71.5  44.713.558 _-29.997'792 +-49.0 h 
a Fe ep \ Ge ae tMontgomery Ward ..... 75,427,667 50,002,538 +50.8 374,250,408 263,121,907 +-42.2 t 
Jt Bs Hes ae : Cuicaco—The third Chicago| Group Total ........... $209,915,417  $135,143,591 +55.3 $1,025,296,627 $ 689,637,653 +-48.7 oO 
sia Tee t Rates Times “Pantry Poll,” a continuing fi 
see See : €s atehete 1 survey of grocery brands], Drug Chains : 
+44 : ‘ .T- Calais. — : Dpecan reer 1,202,051 988,062 +21.7 10,849, 189 8,838,475 +22.7 
Sere |: . 25 F } ee es : — gy manag Gl} Walereen "2.0022 * iigiosss © osvrser tae ayiaeecels © 589804043 420.6 a 
sit \- : y oa on eah ournalism of Northwestern Uni- peor 
eis iH )- : | es ceeae 4 versity, shows continued shifts in| ©f¥P Tote! ........... $ 13,012,644 $ 10,765,429 +20.9 $ 78,336,002 $ 64,818,918 +209 a 
44 ses wuore es setes the ranking of various food items Variety and Miscellaneous . 
ret y hy. phe ws oe we rth found in Chicago homes between | Bond Stores ............. $ 5,869,821 $ 4,125,891 +42.3 $ 31,753,568 $ 23,535,134 +34.9 | 
es. $23 ‘Fest, August and December, 1945, and Butler Bros. Reign 14,388,252 10,916,429 +31.8 72,718,764 5 8.673.324 +23.9 | 
: tai last April. ee ere 2,243,327 1,741,088 +28.8 15,228,569 11,859,088 +28.4 
. Diana Stores ........... 1,011,724 977.621 +3.5 11964;758 10,343,026 +15.7 
BE | vey, made in Apel, shows, for ex-|Exu' vey” oe: MRM Lae Ge ae i al 
ey, made i ri Ww - a Se Meee bieee 668, 605, . 039, 719, ; 
iets sen te eae BEEP ample, that Pepsi-Cola ‘was on| format hoe yuu: Mmm Sela 8) Baik Ballo 1 
ox ' ’ nterstate Dept. ores. Bek 726, . 768, 1735, . 
~ : hand in only 12% of the panel] k 3S. ees 18,897,027 18,015,889 +4.9 106,921,205 100,306,158 +6.6 
a CHAIN GROCERY MANAGERS ASK + homes. ts snes with 39% Kress, §. Hevea cessseeees 11,001,335 9,636,625 14.2 65,758,245 56,557,128 +16,3 
4 =e ane Bryant, Inc......... ‘218, '157,201 +33.6 23,2091094 19:025,369 +22:0 
gze8 Th h F to CSA edi G25: last December and 65% last Au- fhemmer  ...+.+ssesesesess 8,920,720 8,669,281 wae 39,518,116 38,064,308 oat 
$5: ey put the question up to . i ahee gust. Pepsi nevertheless held its| 4crcit, stores 1.2001 3'735'808 -3'378'281. Lio 17'789,632 15:777,008 +128 
Sai tors. Answers come in new series, ao 5 first-place rank in Chicago among] Murphy, G. C............ 9,086,809 8,281,911 +9.7 48,380,417 43,975,028 +10.0 
starting in July Grocery Editions with MMM |0ft drinks, Coca-Cola, in 21% of | Nevee, ep jou 4uhugs justi ge apes ams tke] 
its starting in July Grocery ae We ne homes in August and 10% in De-| Penny J°C....11217'"""! 53673'506 41"409'082 429° 284/301'515  241'108'855  +17.9 he 
ig“ Womted—King Size Managers," cov. JMIM |cembes, was found in only 8% of| Wes fig y= GAM pata lala Tas Te tek |r 
St i i noee homes in April. ime.” — — : —_ —— . 
3 4 pnd ap ena — Fangs Pasa pete The en shows 71% of the| Group Total ........... $228,794,335 $194,325,246 -+17.7  $1,271,569,569 $1,097,169,837 -+15.9 a 
An 1 * "eas Pear mn tse > +r homes stocked butter last April,| Combined Total ....... $568,069,784 $436,415,227 -+30.2 $3,074,685,578 $2,417,441,551 +27.2 5 
Tess fo) e Go from Herer in August, te compared with 86% in December. 
, 4 y i i i et B butter ranked first each t 
“345 points out higher jobs alert store man- ee 30owman PE a ea ; 
724 i rae , cre time with 10%. Land O’ Lakes, EI t oa. 
4 3 agers can shoot for. “I Didn't Raise t 25 second in December with 8%, was BNine month period, y 
433 My Boy to Be a Grocer,” September, SEs in only 3% of homes in April, and n 
53 will feature comments of managers on Ge ke Borden took second with 5%. . 
ist the ne Seri bey Margarine was found in 34% of v 
what they see over the horizon. series eee homes in April, compared with n 
exemplifies how CSA serves readers, LG : 21% in December and 29% in GRE ATEST AUDITED COVER AGE ' 
and how it influences the men behind Nek August, 1945. Swift’s All Sweet 
ap : 2 ranked first each time, far ahead 
your product‘at the point of sale. bea) of Gitar twende. * . 
Hy Instant Coffees Listed f 
ee aman 84-44243 eeteh Rankings among coffee brands ; tl 
os # ee ~ 5! ° . . 
yarn rice $54 My . at} Saeaen se remained the same, with Hills o 
<3 6 wind whe Be gerye me phn * d ee & =e 
MESSASSREESOA CISION Sree tay Bros. first, Manor House second, . , y 
CH STORE MEN WANT ; Ay : ‘Maxwell House third and Chase ; 
‘EM See and Sanborn fourth. In a new 
FACTS, GET FROM CSA at listing of instant coffees, 21% of 7 
CSA staff members checked thor- PERE families are shown stocking this | : 
| oughly with chain buyers and best drink. Instant Postum ranks first, 
: manufacturers, then came up with rH re od 4 "“Sunluaen aba On ‘ 
; ; ao Os ° ’ O, 
Fall and Winter Merchandise Sur- : Borden’s Instant fourth, 3%, and b 
vey, —report on merchandise : 4 Barrington Hall fifth, 2%. h 
availability and what goods chains Ge Among cold cereals, Kellogg N 
will feature. To appear in August + Company’s corn flakes and Rice F 
Variety Store Editions. Le. Krispies held to first and second f 
ae. is | place, respectively, and Kellogg’s t 
- 25) Pep moved up from sixth to third C 
7 Sake place, ahead of General Mills’ 
te git Cheerios and Wheaties and Quaker I 
+f: ahs Puffed Rice Sparkies. Quaker 
+. 5 oF Quick Oats still continues far in J 
t teey the lead among hot cereals. hi 
as DRUG CONVENTION MONTH ry Advertisers and others are cau- E 
x + ? pESte j i i the i 
& #3 Two important meetings sched- i cet tl gig eee aes P 
3t Mm uled: Affiliated Drug Stores, 8th- Rae L. Allen, director of research of 0 
de : i Les j lism school. He warns 0 
ok 4 ociated Chain Dru + the journalism : 
nt 2 —_ oo h. Both at H pees: that the three reports contain data p 
cs + Stores, 15th-18th. t _— \ ae which has “only apparent, but not : 
ie m ©New Yorker, N. Y. Key men from cst real, comparability.” He points 
7 = - P ‘ 
2 4 i i ll be there. Se ¥ out that the first poll was made in 
3h . leading chains bi ‘ { CSA tl ce q the summer in a war period, that y 
i: tember Drug Editions o ~— eee the second was made in the winter 
ces Convention Numbers — will carry bE and the third in ne “We do i 
+5 ms close 2 not yet have, therefore, one com- 2 
tt  anbog we : te pleted cycle in this particular mar- - 
ines August 20. bee) ket data study. Not until the Pan- E 
4h rt : try Poll of August, 1946, is com- s 
44- os pleted will we have figures which 2000-Copy Bonus Pushes Effective Reader . 
ought to be compared with Au- Cireulation Up to More Than 18,500 
gust, 1945.” One hundred percent coverage of the key buying per- 


sonnel of all the worthwhile Variety Syndicates is what 

you or you use - SYNDICATE STORE MERCHAN- 

piseR. And we are still in the process of gradually 

Oren Arbogust Rnonirng ihe increasing our coverage of worthwhile Variety store 
? 


TiC ; a companies as they measure up to our circulation re- 
vertising and public relations, quirements. We are now delivering a bonus circulation 


FOUNTAIN-RESTAURANT has been elected vice-president of 


A. W. Lewin Company, New York, 


79 Madison Ave., New York 16, N.Y. — 
effective Aug. 1. HEADQUARTERS FOR VARIETY STORE MARKETING DATA 


: _ have been moved from 30 N. of well over 2000 copies. 
185 MADISON AVENUE, NEW YORK 16,N.Y. Michigan Ave. to 228 N. LaSalle : 
d, Chicago Be ke Gs, ane tome Street, Los A Calif. St., Chicago. " *Largest coverage at lowest 
BATE epee iemamaam aloes ; , aie . SHOOT FOR THE otal dane cat te Geman et 
Joins ‘Mademoiselle SIDE POCKET” 
Vivian McMurtrey, who has OF EVERY 
HAIN STORE MAGAZINES [i agency, Portland, Ore, has been fii MANAGER calli eeaea ae 
Co Va agency, Portland, Ore., has been a NM ie we 728: 
ADMINISTRATION , appointed  aeane editor of ANAGER he! s H POCKET-SIZ 
Mademoiselle, with offices in Port- 4 ; 
DRUG DRUG STORE U ADR land. SYNDI | 
EXECUTIVES MANAGERS FA i ane i. eo CATE STORE 
VARIETY VARIETY STORE ie . . oe te 
EXECUTIVES MANAGERS YY | |Green Joins Lewin Merchandiser \ 
GROCERY GROCERY STORE i a Max Green, for the past 10 5 
EXECUTIVES MANAGERS Mio : years vice-president of United 
oe ~? Advertising Agency, Newark, N. J.,|} oo 2 3 5 eae 3 pi 
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. Bikini Film ; 2 . The $6.80 increase brings the|American cultural and economie 
a R&R Elects Three for S 7 Televised Newsprint Price price to $73.80 a ton delivered at/|life,” said a release. 
6 Vi P = d t = or Set Demonstrations New York, and trade indications P en 
7 1ce- resiaenis in Po mange A New York television she ' are that another increase in the| Railroads Name Hook 
8 : station, WABD, broadcast a film G e p | near future will bring the price to} CG R Hook Jr.. formerly assist- 
é Reshutffling Moves of the Bikini atom bomb blast con- oes D; al ies about $80. The present rise is suffi- ant to the general wanes | of the 
N ~ tinuously for several hours daily cient to cover the differential| Rustless Iron and Steel division 
9 Ew York—Ruthrauff & Ryan |all last week so that the 12 au- 2 brought about by revaluation of|of American Rolling Mill Com- 
has announced the election of/ thorized DuMont television receiv- | l) the Canadian dollar. Newsprint|pany, Baltimore, has been ap- 
2 three vice-presidents in another|er dealers in the New York area upp y eC ines ” d " tad ¢ ate t pointed assistant to the president 
7 of a series of executive reshuffies | could demonstrate their floor mod- ee ee ee, oe eee ee personnel of the Chesapeake 
following the resignation of sev-|els to prospective customers. New YorK—As the Canadian me gt gra peg = ae & Ohio, Pere Marquette and 
eral key R&R men (AA, July 1|_ There was no way, of course, of | newsprint industry and some | Remsate tor greater tabor PrO- | Nickel Plate railroads, Cleveland. 
7 and 15). preventing dealers in other brands A : en ealand is : f duction costs. 
4 Reasie Moran. head of the|%! receivers from also making use | “™Srcan mus Talsed me price © ren 
r i 88 ae of the telecast. Among those who | newsprint $6.80 a ton, the Amer- . 
radio commercial department, be-| could were a number of depart-|ican Newspaper Publishers Asso- NAB Will —_ Up 
; ment stores which have Viewtone | ciation reported that stocks on hand| 9n Public Relations 
9 ; : ; : ae : BONDED SPECIAL 
3 Wee oe of its member dailies had declined) National Association of Broad- DELIVERY SERVICE 
P to a 30-day supply at the end of casters’ public relations executive 
3 Designers Form Company June. committee has sent a list of pro- Messengers @ Cycles @ Cars @ Trucks 
A Donald L. Hadley, formerly de- This compares with 32 days’| posals to NAB directors bearing on fe} hie ‘ead 
3 sign consultant for the Westing-| supply on hand at the end of May | “immediate and long-range public Hate Uitte tees eee 
2 house Electric Corporation; Carle-| and 45 days at the end of June, | relations policy. ' ‘ every type of truck service, and a fleet 
6 ton B, Ryder, formerly coordinator | 1945. Dailies reporting to ANPA| , The group suggested immediate | 95 ca." motorcycles and bicycles for 
3 of apparatus design for General | consumed 259,284 tons of news-|Steps to improve NAB publicity |\,05 or citywide errands ’ 
8 Electric Company, and Nicholas F. er ¥ -4, | material as well as “activity to en- P r 
pany, print in June, 1946, compared with Lara 
4 B. Ballin R. Morgan M. Mahony | Pederson, who has been technical) 199511 tons in 1945 and 242,404|CoUtage and assist independent | CANNONBALL 
. ' Site ‘ Y |supervisor for General Electric, = re : 29% publishers in featuring articles | Messenger & Truck Service 
2 comes the agency’s first woman|have organized Hadley, Ryder & tons in 1941. ANPA estimates to-| and publications based upon fact | 412 N. Wells St., Chicago 
3 vice-president and one of the few| Pederson, design consultant, and|tal U. S. newsprint consumption |and the constructive part which PHONE DEL. 1234 
> radio commercial department | Wil! soon open offices in Hartford. for June at 365,189 tons. ‘radio broadcasting performs in 
.9 heads in the agency business to 
9 attain the title. F 
2 Miss Morgan started in R&R’s 
radio department in 1934 as a 
typist, became a junior copywriter — 
in the copy department within a 
year and then transferred to the r 
= new radio commercial department. 
Before joining the agency she had 
written publicity for a chain of 
movie houses, was “booker” for 
the Fox New England chain, and 
worked for RKO. 
Bob Ballin, associate director of 
the Hollywood office, has been 
handling the Jack Benny program 
for the past two years. He joined 
the agency in 1942 as producer 
of the Vox Pop program after 10 
years writing, producing and di- 
recting his own shows on CBS 
and WHN, New York, in which 
he sang, announced and played 
the piano under the name of Bob 
/ Byron. 
] Michael F. Mahony, account ex- 
i ecutive and member of the plans 
| board, joined R&R in 1945 after 
i having been vice-president of both 
; Maxon, Inc., and Kudner Agency. 
He has been in the agency field 
for 15 years, after serving as na-| 
tional merchandising manager for | 
General Electric refrigerators. 
Fair Named Sales Chief | 
Following the consolidation of 
J. R. Booth Ltd., Ottawa, Ont., 
lumber company, and the E. B. 
Eddy Company Ltd., Hull, Que., ee * 
paper products, N. B. A. Fair was if ‘you want to buy a good time eee 
appointed general sales manager , een 
of the combined companies, now 
operating under the Eddy Com- 
pany name. Mr. Fair was formerly | a 
general sales manager of J. R. | - 
Booth Ltd. I 1st t 
Air Delivery Resumed en O 
After five years, the Press-Tele- | 
gram, Long Beach, Cal., daily air | 
line service to Santa Catalina Is- | 
il my Fan yg me Bie HREWD users of radio know that __ in 107 of the first 300 U.S. markets 7 REASONS 
Long Beach, via United Air Lines | good ABC time periods pur- through— why more leadin g advertisers 
shuttle service. chased now mean valuable franchises 1. Increased power. : dli ABC 
Se 2. Better frequency. sit up and listen to 
for the competitive years ahead. = slik dno hetien eatin 
i) _—c_— Among thosewhohavealreadynailed = 4 new station in an important ©" {a wenctically every major market in 
GREATER ZZ AL down such periods are Bristol- market not previously covered. the U.S. 
Myers, Libby-McNeill and Libby, Today, more of these major markets 2. sconoment RATES make possible 
RRNA: ‘ sccaite rr nation-wide coverage of important 
Carter Products, Curtis Publishing are covered from within* by ABC markets at low cost per thousand listeners. 
Our market Company, Quaker Oats, Dr. Pepper, stations than by any other network. 3. 207 eames — covering ae of he 
‘ 9 ° . « é ° - Markets rom wt in 
neo asd a Ford, U. S. Steel, B. F. Goodrich And advertisers know these are the quabedii Gebehed Peg acl ge te 
the great 53,429 and Gillette. areas where the bulk of the nation’s any other network. ( 
ABC City Zone , ; ’ spendable income is found — where 4. no a, —_— available if 
is an INSIDE JOB, with its These advertisers have taken an , pagers . ftabl oa oo pode tene _ ssiiiiieth inns 
$15,000,000 post-war buying, up-to-date look at the radio field sales are made at the most profitable % 8 E P af ee cane N ae 
save-up, because — , 3 level eeps Dul Ing a igger an igger au 
The Times Herald City Zone before making commitments. They Thin sn “s ence for ABC advertisers. - . 
Circulation ABC is greater . gs have ppened. you re- 6. GOOD WILL — a nation-wide reputation 
than ALL THREE PHILA- | know about the outstanding — check your radio plans, take a good for public service features that present 
DELPHIA papers. that ABC has made—and make their st oak deal ABC ’ all sides of vital issues. 
: + . ook at today’s : 7. PRACTICAL TELEVISION — program-build- 
NO RRI STOWN Vy | own decisions accordingly. *Meaning a station actually located in the market. ing on an economical basis. 
— Take the matter of coverage, for 
1 le. In the four years this net- ° 
imes Herold examp : ; | 
work has stood on its own feet, ABC merican roadcasting om pany 
A The JULIUS MATHEWS SPECIAL AGENCY | has registered notable improvements A NETWORK OF 207 RADIO STATIONS SERVING AMERICA 
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M > { R d 7 oe said, according 
it iteria: ch 2 i 
ONITOF REACHES — aver criteria: character, aptitude 


|selling, and adequate financing. 
This process of retailer evalua- 
tion has been going on since last) 
| fall, with five times as many ap-| 
|plicants as franchises. Total re-| 
tail outlets now number about 


‘Package Laundry 
Campaign for Fall 


6,000. 
(Continued from Page 1) | Plans ‘Augmented Channels’ 
tributors have had to cut down) 


2 : In addition to the primary dis- 
their prewar outlets, Mr. Zimmer- | : : , ; 
man said. In South Carolina, for tribution system, Monitor is also 


; developing “augmented channels,” 
example, B. W. Kirby has trimmed : : eae 
his list of retailers from 200 to|°2°% With an exclusive territory, 


@.: In New. York, Rex Cole ena | to cover outlying areas when the 


primary channels have absorbed 
— the number from 1,500 their full capacity. These aug- 


: |mented channels will carry only 
Retailers have been chosen, Mr. ‘parts of the Monitor line and 
|might include drug stores, hard- 
ware stores, furniture shops, etc. 

Each Monitor dealer must also 
develop the Monitor “preventive 


ALMANACS! CALENDARS! | 
(Used Daily Throughout the Year) 
PRINT YOUR OWN ADVERTISING MEDIUM 


bv supply ve ay +4 for U. . -_ service plan.” The _ preventive 
oreign ountries — stronomica an ® $ 
Astrological Data, Weather Forecasts, service contract with a customer 


Planting and Fishing Tables, Etc. 


HART WRIGHT CO. 


Penn Yan, New York 


provides permanent service on 
home appliances for a monthly 
fee. It is designed as part of what 


eh yee 
es Z a iC 
patie es % i. 
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‘KCMO is up to something! \. / 
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KANSAS CITY 6, MISSOURI 
Basic ABC for MID-AMERICA 


NATIONAL REPRESENTATIVE...JOHN E. 


WWL 


New Orleans 


PEARSON CO. 


shouts its shows 
on car cards 


FRIDAYS 8:30 PM. 


REXALL DRUG STORES 


870m | 
Your Dial 


to; Mr. Zimmerman calls a “depres- 
sion-proof” business for appliance 


dealers, and also to prolong the 
life of electrical appliances in the 
home. Mr. Zimmerman estimates 
that some homes have as many 
as 57 motors. 

As soon as federal credit regu- 
lations permit, Monitor will add 
another merchandising innovation, 
“the progressive’ sales_ plan.” 
Under this plan, the purchaser of 
an appliance on instalment pay- 
ments pays a fixed sum, probably 
$15 to $20 a month. After he has 
made a certain number of pay- 
ments, probably about six, he may 
purchase a second appliance with 
no down payment and no increase 
in his monthly instalment. After 
a number of additional payments, 
he may purchase a third appliance 
the same way. 


Offers Lifetime Service 


“All we ask,” Mr. Zimmerman 
said, “is that you pay a certain 
amount a month for the rest of 
your life and we will mechanize 
your home and provide service 
and repairs.” 

Financing of the Monitor pro- 
gressive sales plan will be handled 
on a local level by any source 
which meets requirements of the 
plan, either banks or sales finance 
companies. The central Monitor 
organization is financed through 
arrangements with a_ group of 
Philadelphia banks headed by the 
Provident Trust Company. 

The Provident group guarantees 
Monitor’s payments to manufac- 
turers and finances distributors’ 
orders. The orders are received 
by Monitor’s central office, checked 
against the distributor’s credit 
limits established by the banks, 
placed with the manufacturers, 
and invoiced to the distributors. 
Provident Trust collects the in- 
voices. 


Sales Volume Guaranteed 


Manufacturers under this sys- 
tem are guaranteed sales volume 
without merchandising, sales or 
advertising expenditures. Monitor 
expects a $30 million volume this 
year, perhaps $50 million in 1947 
and an eventual $100 million an- 
nual business. 

In most cases, Monitor has in- 
corporated an exclusive feature of 
design or styling in its appliances 
so that, even in the case of the 


‘large manufacturer, the appliance 


Advertising Age, July 22, 1946 


First Half of “46 
Spawns Flock 
Promotion of the institutional of New Agencies 


character of the Monitor name (Continued from Page 1) 
and its trademark, “the boy in | business. 


the seven-league boots,” | is fur ~| American Newspaper Publishers 
thered with tie-ins _ to Monitor | Association had recognized by 
House,” to appear in all future | June 30, 1946, the record total of 
copy. Monitor House is an Italian §77 agencies. The business of all 
Renaissance mansion in exclusive | of these extends beyond the re- 
pata thy — i gym a just gion in which they are located. 
above New York, where the com- |The ANPA recognized 29 agencies 
pany’s headquarters have been jn the first half of 1946, as against 
located since last month. The 95 jin the first half of 1945, and 
house has 12,000 feet of space, now has 24 applications pending. 
some of which is utilized for of- Each year the ANPA receives hun- 
fices, some for model laundries, | qreds of requests for applications 
kitchens, testing laboratories, etc. | 5, recognition, but most of these 
Buchanan Keeps Account /agencies find that they cannot meet 
; = | the requirements. Agencies in New 
Monitor’s advertising enceuet, | Vark City must have $20,000 in 
despite rumors to the contrary, the bank, in other large cities 
will remain with Buchanan & Co., | $10,000, and in smaller cities 
both Mr. Zimmerman and T. K-.| $5000, to get ANPA recognition. 
Quinn, president, told AA. Point-| 
ing out that since its inception | 


is distinguishable from any other. 
Monitor appeals primarily to the 
small manufacturer, however, and 
guarantees to absorb a great part 
of his production, to maintain a 
net selling price, and to keep the 
relationship with the manufacturer 
in confidence. 


More Agencies Recognized 


Monitor has been “sitting it out” 
and building an 
while waiting for materials short- 


be cleared up, Mr. Zimmerman 
predicted that Monitor will .be- 
come “one of the largest appliance 
advertisers.” 

National advertising will be 
concentrated in magazines, be- 
cause the company wants to con- 
tinue using four-color spreads. An 
extensive local cooperative ad- 
vertising program will supplement 
the national drive. The Septem- 
ber campaign on the 3-unit laun- 
dry will be on a 50-50 participat- 
ing basis with dealers. 

An elaborate dealer-help and 
point-of-sale program has been 
worked out. Each appliance, down 
to the smallest, is backed up with 
separate literature whose copy in 
each case stresses seven “new, 
different” features, the “seven” 
being a tie-in with “the boy in 


the seven-league boots” trade- 
mark. 
Daley Joins Ad Statf 


Eleanor Daley has joined the 
advertising staff of the Transcript- 


Telegram, Holyoke, Mass. 


organization | Business Papers increased the 


| “ e ” 
ages and production problems to | er of \reeemnenes 


In the last 12 months, Associated 


agen- 
cies by 164 to 852. This number, 
incidentally, is nearly twice the 
447 recommended by the ABP as 


‘of June 15, 1940. About 35 new 
‘agencies now have “tentative rec- 
/ommendations” from ABP. After 
| they have been in business for six 
‘months they file another state- 
|/ment, on the basis of which they 
|receive a formal recommendation 
| certificate. 


Periodical Publishers Associa- 
tion, representing the _ leading 
magazine groups, will not reveal 
the number of its agency recom- 
mendations. 

Indicative of the growth in num- 
ber of agencies, as well as the 
agencies’ interest in the outdoor 
medium, is the fact that the agen- 
cy-owned National Outdoor Ad- 
vertising Bureau now has 385 
members as against 315 on Jan. 1, 
1945. Interim figures are not avail- 
able. 


Many Hit Million 


Among the agencies launched 
in the first half of 1946 which al- 
ready are reported as billing at the 


throughout 
the year 


Folks turn first to— 


NEW ORLEANS | 


A DEPARTMENT OF LOYOLA UNIVERSITY 


The Greatest Selling Power in the South's Greatest City 


50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 
Represented Nationally by The Katz Agency, Inc. 


Ol, 


POPULATION NOW OVER 


89,000 


SERVES A RICH TRADE AREA 
OF ELEVEN COUNTIES 


WITH 


(A) More than 1,250 Retail Outlets 
(B) More than 325 Wholesale and 


Manufacturing Concerns 


THE WACO NEWS-TRIBUNE & TIMES HERALD 
THE WACO SUNDAY TRIBUNE-HERALD 


National Representatives . . . Burke-Kuipers and Mahoney 
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rate of $1 million or more annual- 
ly are Dunn-Fenwick & Co., Los 
Angeles; Jacobs & Co., Chicago 
and Minneapolis; Radco, Inc., New 
York; Ridgway, Ferry & Yocum, 
New York; Sullivan, Stauffer, Col- 
well & Bayles, New York; Sweet- 
ser, Byrne & Harrington, New 
York, and Tatham-Laird, Inc., Chi- 
cago. 

Formed by Lloyd W. Dunn, from 
Rickard & Co., New York, and 
David R. Fenwick, from Lock- 
wood-Shackelford & Co., Los An- 
geles, Dunn-Fenwick’s principal 
account is Capitol Records, esti- 
mated at $1.5 million. 

Breaking away from Bozell & 
Jacobs, of Omaha, Indianapolis, 
Houston and Shreveport, La., Na- 
than E. Jacobs launched the 
Jacobs Company as a separate firm 
with about 30 accounts, including 
the Chicago Herald-American, 
Cribben & Sexton stoves, and Na- 
tional Physicians Committee for 
the Extension of Medical Service. 


‘Big’ Agencies Started 


Arthur M. Ramsdell, formerly 
executive vice-president of Buch- 
anan & Co., and Wesley J. Combs, 
formerly vice-president of Grant 
Advertising, Inc., formed Radco, 
Inc., and have estimated their cur- 
rent annual billings rate at $3 
million. Radco accounts include 
Burry Biscuit and Para-Ti. 

Principals of Ridgway, Ferry 
& Yocum—which started in April 
with Bacardi Imports, Fuller 
Houses and Riggio 'Tobacco—are 
Trell Yocum, from Compton Ad- 
vertising, Inc., Thayer Ridgway, 
from Lennen & Mitchell, and Rob- 
ert R. Ferry, formerly with the 
OWI. 

With a reported $2 million in 
billings from Noxzema Chemical 
and Smith Bros. cough drops, and 
several other accounts as “prob- 
ables,” Sullivan, Stauffer, Colwell 
and Bayles may end the year as 
the largest of the new agencies. 
Raymond F. Sullivan, Donald D. 
Stauffer, S. Heagen Bayles and | 
John P. Cohane all have been ex- 
ecutives of Ruthrauff & Ryan, and 
Robert Colwell was vice-president | 
and chairman of the plans board of 
J. Walter Thompson Company. 


Others Start Business 


Sweetser, Byrne & Harrington | 
estimate their annual billings at. 
just under $1 million. The agen- | 
cy’s accounts include Dobbs divi- | 
sion of Hat Corporation of Amer- 
ica, Link Aviation, and Tomlin: | 
son furniture. George T. Sweetser | 
and Ruth Harrington came from | 
Abbott Kimball Company. E. Aus- 
tin Byrne formerly was with 
Foote, Cone & Belding. | 

Bendix Home Appliances and 
Munising Paper Company are the | 
nucleus of the business of Tatham- | 
Laird. Arthur E. Tatham was a> 
vice-president of Young & Rubi- 
cam before service in the Navy 
and Kenneth Laird an account ex- 
ecutive with Dancer-Fitzgerald- 
Sample. | 

A half dozen other new agencies | 
which may become familiar and 
important names in advertising | 
are Baker & Hosking, New York; 
Gahagan, Turnbull & Co., New 
York; Harrington & Buckley, San. 
Francisco and Hollywood; Rein- 
gold Advertising Agency, Boston; 
Van Diver & Co., New York, and 
Walter Weir, Inc., New York. 

Lynn Baker formerly was with 


MAIL ORDER 
ADVERTISING 


WITH “GUTS” 


From now on, mail order advertising and— 
direct mail will have to work harder! Pretty | 
pictures, smart layouts —_ engravings 
alone won't sell it. It'll take headlines and 
copy with "GUTS''—ideas and careful plan- 
ning—to make ‘em want what you have to sell | 
instead of what your competitor wants to sell 
them. Get our story! Serving by mail, coast | 
to coast in United States and nada. 


LES L. FINKLE ASSOCIATES 


408 South Spring, Los Angeles 13, Calif. 


J. M. Mathes, Inc., and Arthur N. 
Hosking general sales manager of 
Revlon Products Corporation. F. 
W. Woolworth Company is their 
first account. 

Henry R. Turnbull, formerly 
chairman of the plans board of 
Duane Jones Company, and An- 
drew J. Gahagan, formerly presi- 
dent of Beryllium Corporation, 
started business with a fertilizer, 
baby shoe and factoring account, 
but are expected to get into gro- 
cery products, where most of Mr. 
Turnbull’s experience has been. 

Eugene I. Harrington was vice- 
president and San Francisco man- 
ager and Mark Buckley San Fran- 
cisco radio director of Foote, Cone 
& Belding. They have not an- 
nounced their accounts. 

Harold I. Reingold, formerly ad- 


vertising director of Schenley Dis- 
tillers Corporation, has begun op- 
erations in Boston with the $400,- 
000 account of Mr. Boston Distiller, 
Inc. 

Vernon H. Van Diver last month 
left Union Carbide & Carbon Cor- 
poration to launch his agency, 
handling products and _ publica- 
tions. 

Although Walter Weir and Stan- 
ley Brown formed Brown & Weir 
last fall, the pair separated and 
Mr. Weir and associates are now 
functioning as Walter Weir, Inc. 
Their largest account is the New 
Haven Railroad. 

Several long-established agen- 
cies in the last half year changed 
names and became to greater or 
less degree “new” agencies. Ewell 
& Thurber Associates, Chicago and 


Toledo, for example, replaced U. S. 
Advertising Corporation, with the 
withdrawal of Ward M. Canaday. 
Chester J. LaRoche joined Sher- 
man K. Ellis, and the agency’s 
name became LaRoche & Ellis, 
New York. Ferry-Hanly Com- 
pany, New York, was changed to 
Hanly, Hicks & Montgomery, and 
Moser & Cotins, New York, is now 
Hicks & Greist. 

Among agencies which have re- 
cently applied for ANPA recogni- 
tion are W. B. Doner & Co., De- 
troit; Robert Kottwitz Jr., Adver- 
tising, New Orleans; United 
Broadcasting Company, Chicago. 


Most Agencies Young 


Although the growth of large 
agencies, as shown in AA’s annual 
billings figures, might seem to in- 
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dicate a “monopoly” trend, enough 
lusty newcomers continue to ar- 
rive to give the oldtimers a battle 
for business. Of the 26 agencies 
listed as billing $10 million or 
more in 1945 (AA, Jan. 25) only 
a couple—J. Walter Thompson and 
N. W. Ayer & Son—are more than 
50 years old. 

More than half of the 26—at 
least in their present form—are 
less than 20 years old. Foote, Cone 
& Belding, Dancer-Fitzgerald- 


@ MARKET RESEARCH 
@ GRAPHIC PRESENTATION 


CHART-FACTS wwe... 


Illustrated Brochure “B” on Request 


Out of town inquiries invited . 


oo 
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THE ANSWER is “Yes” provided the illustration alone can ac- 
complish the full objective of the ad. 

Every advertisement must have a valid and adequate ob- 
jective. Determining that objective is the advertising man’s 
#1 job. After that you must determine what facts and proof 
are needed to enable you to attain that objective. 

The purpose of any advertisement is to get itself read, and 
to induce the reader to do something that you want him to do. 
That cannot be accomplished by a lot of empty phrases or 
“pretty” pictures. If you need 250 words to do the job, 249 


are not enough. 


Some pictures are worth a thousand words—and some copy 
on the other hand paints a picture more graphic than an artist’s 


best efforts. 


But the notion that “Tell-All” copy has to tell everything 
that can be told about a product, and that it must fill a page in 
6 point type, is a misconception of the “Tell-All” philosophy. 


“Tell-All” copy may be long or short—but never “long or 


short-winded”’. 


If you’re not completely sure about this point, maybe you’ve 
never really used **Tell-All”. 


an a full-page 


There is a booklet that outlines the meaning of “Tell-All” 
copy and the technique of developing it. It is called “Hit the 
Road” and is yours for the asking . . . a free service from the 
members of the Associated Business Papers. Mail in this coupon 


before the supply is exhausted. 


Name 
Company 


Title or Function. . 
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ASSOCIATED 
BUSINESS PAPERS 
205 East 42nd Street, New York 17,N. Y. 


A national association of business publica- 
tions devoted to increasing their usefulness 
to their subscribers and helping advertisers 
get a bigger return on their investment. 


Please send me a free copy of “HIT THE ROAD” 
for Better Business Paper Advertising 
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Sample, Compton, and Kenyon & | 


Eckhardt were the “heirs” 


of | cies estimated as billing from $5 to 


predecessors. On the other hand, | 
such agencies as Biow Company, 


Benton & Bowles, Maxon, 


Inc., 


William Esty & Co., and J. M. 
Mathes, Inc., are less than 20 years 


Similarly, most of the 33 agen- 


92% of NY City 
Producers Still 
Hold Price Line 


$10 million in 1945 (AA, March 4) 
are less than 20 years old, and 
some of them, such as Doherty, 
Clifford & Shenfield and Duane 
Jones Company, have moved from 


New York—Of 141 manufactur- | 


old, and Grant Advertising, Inc.,| scratch into this bracket in the last | ers here covered in a cross-section 


Ted Bates, Inc., Kudner Agency 
and Russel M. Seeds Company are 
just about a decade, or less, old. 


five years or less. 
Judging by the number of most 
/recent newcomers—Southern Cal- 


'them!—and the size of some of 
them, in various parts of the coun- 


ifornia is said to be “flooded” with | 


| survey by the Commerce and In- 


|dustry Association of New York 
'by July 15, 92% said that they had 
/not raised prices above the June 
/30 OPA ceilings. 


The remainder had raised prices, 


San Francisco 
Orrice ? 


The time is ripe for bringing your 
new San Francisco office out of the 
talking stage. On-the-spot executive 
will join forces with established 
agency planning expansion. 15 years 
experience East and West. 4A cre- 
ative, administrative, organization. 
Write in confidence. 


Box 6527, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Illinois 


try, there seems to be plenty of from 8 to 25%, because of higher 
life yet in the 70-year-old adver- costs not covered in OPA ceilings. 
|tising agency business. | When maximum production is at- 
—_—__—— |tained, however, 21% of the re- 
ase ‘ |porting companies expect to re- 
Willis Joins Eversharp ; duce prices anywhere from 5 to 
H. Hugh Willis, formerly vice- | 20%, and 26% more hope to be 
eS or Sper Ly tae aaa. | able to do so. The others are wait- 
pany and before that head of the | —- gel one = eres ane 
research engineering department, | /#>°r first are reduced. 
has joined Eversharp, Inc., as di- 
rector of research, engineering and, 
product development, with head- | 


Conflicting Views 


National Retail Dry Goods As- | 


quarters in New York. 


* Results prove it! WFLA is 
the most-listened-to station, 
morning. noon and night. in 
the prosperous Tampa-St. 
Petersburg market. A mar- 


ket. incidentally, with a year 


‘round buying power that is 


just beginning to be under- 
stood and appreciated. 


National Representative 
JOHN BLAIR & CO. 


Southeastern Representative _ 
HARRY E. CUMMINGS ; 


Jacksonville, Fla. 


& 


“THE VOICE OF THE SERVICE MAN’? 


Offers You 
The Largest Paid 
Circulation in the 
Automotive Industry 


NEW YORK CHICAGO 
1501 Broadway 141 W. Jackson Blvd. 
Tom F. Langan Frank X. Finn 


DETROIT LOS ANGELES 
6432 Cass Ave. 403 W. Eighth St. 
J. C. Ely R. H. Deibler 


CINCINNATI. . . 22 East 12th St. 
19 PUBLICATION OFFICES 


sociation has found in a telegra- 
_phic member survey that “the dire 
|predictions of consumer gouging 
|by manufacturers and _ retailers 
have been proved fallacious,” said 
Lew Hahn, general manager. 

But Electrical World points out 
that, although electric apparatus 
and appliance prices will remain 
at the last OPA ceiling levels for 
the present, increases probably 
will be forthcoming. “The first 
to rise will be those products 
which received no increase during 
the life of OPA,” this paper said, 
“but for which price relief had 
been requested.” 


Some Calpak Increases 


California Packing Corporation, 
San Francisco, expects “quite a 
substantial increase” in some 
prices of Del Monte products this 
year to offset increased costs of 
labor and materials, A. W. Eames, 
president, has informed  stock- 
holders. “Unless price controls 
are reimposed,” he explained, “the 
|company intends to restore profit 
|margins to 1941 levels.” 
| But Packard Motor Car Com- 
| pany intends to hold the line on 
/new car prices approved by OPA, 
“provided we can achieve the 
'volume on which the prices were 
based,” said George T. Christopher, 
|president and general manager. 
“If we exceed that volume, we 
|fully intend to lower new car 
| prices accordingly.” 

Meanwhile, buyers’ strikes 
|against mounting  prices—spon- 
sored by consumer, labor and vet- 
erans groups—are spreading in|! 
Chicago, Philadelphia, Cleveland, | 
| Detroit, Pittsburgh, Boston, Den- | 
| ver and other cities. 
| 


[sg Leaves Agency; 


Forms Teleways Co. 
| Carl F. Kraatz has resigned as 
/account executive of Schwimmer 
| & Scott, Chicago, effective Aug. 15, 
to become pres- 
ident and direc- 
tor of his own 
company, Tele- 
ways Radio Pro- 
ductions, 8905 
Sunset Blvd., 
Hollywood. The 
new company 
will build live 
and transcribed, 
radio programs | 
in Hollywood 
for sale to radio | 
stations and ad- | 
_vertising agencies through its own | 
sales organization coast to coast. 
| Plans also call for television pro- 
gramming. 
Besides its wholly-owned shows, | 
Teleways also will act as exclu-| 
|sive sales agent for a number of | 
| franchise properties including “Joe | 
Palooka,” “Skibo of the North 
| Woods,” “Sons of the Pioneers,” 
| and others. 


To Hirshon-Garfield 

Ramsay Specialty Stores, located 
in Missouri, Kansas and Okla-| 
|/homa, has appointed Hirshon- | 
Garfield, Inc., New York, to) 
handle a forthcoming class maga- | 
zine advertising campaign. 


Carl Kraatz 
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Readership by Sections in Evening Newspaper 
y Men, Women, Boys, Girls 
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MInvEAPOLES-STAR;J OwRNAL -MAY 15, 1946 


TASTES DIFFER—Variations in newspaper reading habits among members of the 

family are shown by this Minneapolis Star-Journal chart of reading of its May 

15 issue. A simultaneous reader check among adults and youth provided the 
answers. 


| were read by almost three times 
|as Many youngsters as grownups, 
| And the boys’ readership of classi- 
‘fied advertising was greater than 
that of men. 

The Star survey, believed to be 
the first of its type made on an 
evening newspaper, simulta- 
neously measured adult (over 21) 
and minor (12 through 20) read- 
ership of the May 15 issue. The 
survey was conducted by the 
University of Minnesota school of 
journalism under a grant to the 
college by the Minneapolis Star 
and morning Tribune. Adult in- 
terviewers instructed by the uni- 
versity questioned a_ scientific 


Teen-Agers Rank 
Ads Above News, 
Study Discloses 


Minneapolis Paper 
Checks Reading of 
Youths and Adults 


MINNEAPOLIS—The majority of 
advertising displayed during the 
latest readership survey of the 
Minneapolis Star won more atten- 
tion among boys and girls than 
news stories on the same pages, 
the publication reported this 
week. 

Cosmetic advertising got two to 
three times the readership among 
girls that it got among women, 
the study shows. Amusement ads 


BEST DRESSED GIRLS 
ARE COVER GIRLS 


NOW AVAILABLE 


‘“‘BAUKHAGE 
TALKING 


Washington’’ 


from 


- 12:00 - 12:15 MONDAY THROUGH FRIDAY 
H. R. Baukhage is now available for your sponsorship over 


WTCN. Mr. Baukhage has a large and loyal following in 
this area. 


Men who influence advertising are among his listeners— 
influential companies are his sponsors in other markets. 


This is your opportunity to buy excellent programming on a 
station that covers an area of Minnesota responsible for at 
least 65 per cent of the retail and wholesale business of the 
entire State . . . a station that has a gross potential audience 
of 2,350,000. 


‘‘BAUKHAGE TALKING" 


OVER 


AMERICAN BROADCASTING COMPANY 


FREE & PETERS * NATIONAL REPRESENTATIVES 
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cross-section of adults and at the 
same time quizzed a group of 
teen-agers. 


Don’t Go for Girdles 


Girdles aren’t for the young 
gals, they demonstrated. A large 
Minneapolis retail store ran a 30- 
inch ad about blouses and, just 
above, another of the same size 
on girdles. Women were about 
equally interested in the two ads, 
but the girls gave the blouse mes- 
sage a 9 to 1 readership margin. 

Ads best read by women were 
a half-page play suit and dress 
appeal and—in a dead heat—a 
full-page furnishings ad. Girls 
also gave top readership to the 
play suit copy, but largely ignored 
the second ad. They gave second 
place to a large ad about women’s 
summer suits. 

Best read by men was a full- 
page, two-color coffee ad. Tying 
for second were a 68-inch ad on 
new tools, a 48-inch one on trans- 
parent plastic film and (‘Pardon 
our modesty,” begs the Star) a 
quarter-page Star and Tribune 
promotional ad announcing the 
departure of a Tribune corre- 
spondent for Europe. 

The coffee ad also was best read 
by boys. Just behind it came an 
18-inch theater ad _ promoting 
“The Seventh Veil.” Third in 
boys’ readership was a Star and 
Tribune promotional ad about the 
opportunities of newspaper route 
work. Juvenile readership on this 
copy was 10 times greater than 
adult attention. 


Second Section Leads 


Previous surveys had shown a 
similarity of readership between 
the first and second sections of | 
the newspapers, while the latest 
survey disclosed a higher reader- 
ship of the second section by both 
girls and boys. Comics and sports, 
both popular with teen-agers, ap- 
pear in the second section. 

Of the boys, 66% read some- 
thing on Page 1, but 69% of them 
read something on the _ sports 
pages. Of the men, 89% read 
something on Page 1, while 57% 
scanned the sports sheets. 

Average readership in 10 cate- 
gories has remained almost con- 
stant during the five surveys of 
the Star since July, 1944. How- 
ever, front page readership has 
continued to drop since the war- 
time plateau maintained during 
1944 and early 1945. In October, 
1945, readership started to drop 
and it was lower on May 15, 1946. 

Some comics were read by 98% 
of the boys, 95% of the girls, 77% 
of the men and 66% of the 
women. Comic readership showed 
considerable gain among men in 
this survey, especially for ‘Gaso- 
line Alley” and “Li’l Abner.” 
“Dick Tracy” was the favorite 
comic of both adults and fledglings, 
with “Gasoline Alley” second with 
adults and “Li’l Abner” second 
with the minors. 


Women Like Cheesecake 


Cheesecake art won its highest 
readership among the feminine 
contingent. A stimulating picture 
of a songstress just mis-named 
“The Foot” was seen by 91% of 
the girls, 86% of the women, 82% 
of the boys and 81% of the men. 
Another glamorous picture, a girl | 


The Biggest Little Paper in the U. S.! 


LINEAGE Space buyers say, | 
I “AUFBAU is tops.” | 
| 1940.... 300,000 lines 

1941.... 550,000 lines 
— 1942.... 650,000 lines 
A 1943.... 729,212 lines 
1944.... 850,000 lines 
1945... .1,100,388 lines 


For rates and ABC circulation, write Adv. 


Manager, Aufbau, 67 W. 44th St., N. Y. 


in an abridged bathing suit, was 
seen by 53% of the girls, 49% of 
the women, 34% of the men and 
20% of the boys. 

“Something” on the editorial 
page attracted 71% of men, 64% 
of women, 57% of boys and 54% 
of girls. “Something” on the 
women’s page was read by 76% 
of women, 66% of girls, 26% of 
boys and 41% of men. Sports 
pages were better read by the 
teen-agers than by adults, with 
some story read by 64% of boys, 
58% of men, 42% of girls and 18% 
of women, 

Readership of radio programs, 
the survey shows, has not changed 
appreciably for men and women 
combined during the five separate 
studies. 


Joins Meat Institute 


E. W. Stephens, general man- 
ager of the South San Francisco 
Union Stockyards and the Stock- 
ton Union Stockyards, Stockton, 
Cal, has been appointed director 
of the western office of the Amer- 
ican Meat Institute, effective Aug. 
1, succeeding E. F. Forbes. 


Public Financing 


of $20,000,000 
Sought by Tucker 


Cuicaco—The public will get a 
chance in about six or eight weeks 
to help underwrite production of 
the Tucker Torpedo, Preston 
Tucker, 43-year-old head of the 
newly-formed Tucker Corporation, 
disclosed this week. 

Negotiations have been com- 
pleted for a public issue of about 


$20,000,000 through an investment | 
house as yet not disclosed, Mr. | 
Tucker said. Reports that the| 
financing will be handled through | 
Chicago firms were not confirmed. | 

Assured of rubber, body parts 
and other necessary supplies, the | 
rear-engine Tucker Torpedo will | 
appear shortly after Jan. 1, 1947 
(AA, July 15). 

No agency has been named to 
handle advertising and promotion | 
for the new automobile and there) 


be handled by the Tucker Corpo- 
ration. 

The company expects to en- 
franchise about 3,000 dealers and 
the Chicago Journal of Commerce 
reported it had learned that deal- 
ers may be asked to sign contracts 
for cars with part payment in ad- 
vance of actual shipments. 


Bounds Resigns from 
Chicago & Southern 


George E. Bounds, who for the 
past nine and a half years has 
been director of publicity and 
advertising for 
Chicago & 
Southern Air 
Lines, Memphis, 
has_ resigned, 
effective Aug. 1, 
to become di- 
rector of public 
relations of Mc- 
Donnell Air- 
craft Corpora- 
tion in St. Louis. 

A veteran of 
World War I, 
he founded the 


G. E. Bounds 


is a strong probability that a ma- Marine Corps publication, Leather- 
jor portion of the promotion will| neck, and has also gained national 


55 


recognition as publisher of Chi- 
cago & Southern’s paper, “Sky 
Steps.” 


Starts Underwear Drive 


Mercury Mills, Hamilton, Ont., 
has launched a campaign in Cana- 
dian dailies for its men’s under- 
wear. The drive will continue 
until October, using 500-line ads. 
The Toronto office of J. Walter 
Thompson Company is the agency. 


Tomlinson Joins CFOS 


Russ Tomlinson, recently re- 
leased from the Army and prior 
to. that associated with Dominion 
Stores Ltd., has been placed in 
charge of market research and 
station promotion of Station CFOS, 
Owen Sound, Ont. 


“1000 USEFUL WORDS” 


Every writer of advertisi copy needs ‘‘Com- | 
pendium of 1000 Useful ords for Advertis- 
ers.” Unique classification produces the right 
word quickly. Will lend greater tone, variety 
}and emphasis to your copy. An unexcelled 
idea starter. 50c, postpaid (no stamps). 
, Money-back guarantee. 


A. A. ARCHBOLD 


260 S. Ash Ave., Burbank, Calif. 


study of the Oklah 


One of the many facts revealed by the 1945-46 
radio 


3: 


ducted by Dr. F. L. Whan, University of 
Wichita. to be published soon. 


con- 
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VERMONT, 
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He “talked”... and to a city slicker! 


We’d been brought up to believe that Vermonters 
were naturally reticent .. . that they frowned on any 
form of loquacity and would certainly ostracize a 
fellow citizen so misguided as to write a fan letter 
... and to a newspaper, at that! 

Well, imagine our shock when along comes an 
unsolicited letter from one of our Vermont resort 
advertisers which runs to all of five unsolicited para- 
graphs. Modestly, we'll quote just one: 

“You will be interested to learn that the 
two Boston Globe insertions produced more 


than four times as many inquiries as the 


next Boston paper, more than twice as many 
as one insertion in four of the five New 
York City papers, and almost five times as 
many as from any newspaper in the other 
cities covered.” 

Nothing reticent about this Vermonter! He goes 
on to “attribute this gratifying result to the Globe’s 
reader response.” Practically took the words right 
out of our mouth, in fact. As we’re always saying — 
if you want your advertisement better read, put it 


in the best-read newspaper. Advertise in The Boston 


Globe. 


The Boston @liobe 


MORNING + EVENING + SUNDAY 
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Advertising Age, July 22, 1946 


PHOTOGRAPHIC 


ALL IN THE ACT—Suggested summer grocery store display for Canada Dry 

sparkling water gives everyone a break in suggesting that all kinds of fruit 

juices and home drink favorites will taste better if made with sparkling water 
rather than the ordinary kind. (Story on Page 36.) 


‘AT PREMIER 
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PAINT 


TO HOME DECORATORS—Bishop-Conklin Co., Los Angeles, is using full-color 

copy in The American Weekly, Pacific edition, insertions in Arts & Architecture, 

Sunset and Western Paint Review, and outdoor boards in || western states for 

its biggest consumer campaign promoting “pre-harmonized paints." Jack S. 
Finch Advertising Agency, Los Angeles, handles the account. 


No hill to high pla nt 


ESSO ART—R. M. Gray, manager of the advertising sales promotion department 

of Standard Oil Co. of New Jersey, right, smiles approval as Edward B. 

Graham, vice-president in charge of outdoor art at McCann-Erickson, New York, 

Esso's agency, highlights fine points of Esso's August poster. It will appear on 

4,105 panels in 18 Atlantic seaboard states from Maine to Louisiana, including 
the District of Columbia. 


QUIZZICAL QUIZZEES—Carroll Rheinstrom, president of Macfadden Publi- 

cations International; Meyer Dworkin, secretary-treasurer of Macfadden Publi- 

cations, and Ernest Machlin, vice-president of Art Color Printing Co., all look 

quizzical as Herb Drake, vice-president and director of promotion for Macfad- 

den, answers a stickler. Occasion was the opening luncheon of the Macfadden 
sales convention, featuring a ‘stump the experts’ session. 


CONVENTIONEERS—Shown as they 
arrived at Lake Louise for the recent 
convention of the American Pharma- 
ceutical Manufacturers’ Association are, 
left to right: Richard Bruner, vice- 
president, Forbes Laboratories; Charlie 
O'Malley, representative of Professional 
Journals, Chicago; Mrs. O'Malley, and 
Wilson Mowry, sales manager, Labco 
and Vitamin Products division, The 
Borden Co. 


ROTARY'S CHOICE—Donald M. Ber- 

nard, left, advertising director of the 

Washington Post, new president of the 

Washington Rotary Club, receives the 

gavel from the retiring president, Dan 
Holland. 
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wonder fabric that's 
thistledewn and feather- bed 
fuxury all in one 
Here Munsingwear 
cuts it caressingly for pajamas 7 
and a gown with a 
dream-princess ait 
Al this long-wearing loveliness,-at better 
hogerie departments everywhere: 


Brushed Rayon | | 


MUNSINGWEAR 


UNDERWEAR 6 FOUNDATION GARMENTS « 


SEEEPEREARBDLOUNGING WEAR + HOSTERY 


STYLED FOR INGENUES—Munsingwear's fall campaign in Junior Bazaar, Life 

and Mademoiselle features "Candleglow'’ and brushed rayon fabrics, with em- 

phasis on styling of the company's underwear and nightgowns for the young set. 
Kenyon & Eckhardt, New York, is the agency. (Story on Page 18.) 


CELEBRATES 19TH—Earle Ludgin, president of Earle Ludgin & Co., Chicago, 

cuts the cake at a staff luncheon June 19, marking his agency's I9th anniversary. 

Left to right are: Edward Ernstein, production manager and secretary; John H. 

Willmarth, vice-president; Mr. Ludgin; Vincent R. Bliss, executive vice-president, 
and Joseph H. Caro, vice-president. 


Complete CF Wut 
Heme Laundry for less than 89 
vith “Sit Down” ning Comfort 


HOME APPLIANCES . 


FEATURES APPLIANCE ‘FAMILY'—Monitor Equipment Corp. will run this copy in September issues of national magazines 
as its first "package" appliance merchandising effort. Unit consists of electric steam iron, aerator washer and ironing board. 
Buchanan & Co., New York, is the agency. (Story on Page |.) 
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Sidney Dean to Telecoin 

Sidney Dean, formerly vice- 
president of J. Walter Thompson 
Company, New York, has been 
elected executive vice-president 
and director of Telecoin Corpora- 
tion, New York developer of coin- 
operated laundering and vending 
equipment and sponsor of the 
Launderette self-service laundry 
store system (AA, Sept 3, °45). 
During the war, Mr. Dean was in 
combat intelligence service with 
the 8th Air Force in Europe. 


Sa enemneeenentetioneen 


“the Business Man's 
Department Store" 


is his local stationery and office 
supplies store. 


For information on this 
field ask for new “Bulls- 
Eye” folder. 


250 5th Ave., New York 1 


Electronics Steal 
Show as Music 
Merchants Gather 


(Continued from Page 1) 


ers complained of material short- 
ages which are currently ham- 
pering the industry’s out put. 
Skilled labor dispersed by war 
needs also stood out as another 
major problem for ambitious 
makers. 


New Organs Shown 


Electronics are being strongly 
emphasized in postwar instruments 
such as the Connsonata electronic 
organ (Connsonata division, C. G. 
Conn, Ltd., Elkhart, Ind.) which 
produces and amplifies sounds and 
tones through electronics exclu- 
sively. It differs from instruments 


by Hammond Instrument Com- 
|pany, Chicago, which produce 


sounds by semi-mechanical means 
and amplify them electronically. 
Conn estimates that the Connso- 
nata will sell for about $3,000 to 
$5,000 with the larger sizes suit- 
able for auditoriums seating 
about 1,500 persons. 

Wurlitzer is expected to put on 
the market designs originally 
called “Orgatron” by the Everett 
Piano Company, South Haven, 
Mich., which has sold the plans 
to Wurlitzer. 


Piano Does Everything 


Also using electronics for ampli- 
fication is the Dynatone electronic 
piano (Ansley Radio Corporation, 
Long Island City, N. Y.) which 
embodies a radio and record player 
as well as the piano. The Dyna- 
tone has the strings of a normal 
piano but no sounding board. It 
uses electronics to pick up the 
sound and amplify it. 

Ansley is also offering the pan- 
eltone radio, designed for inser- 
tion in the wall of the home, 
which eliminates the currently 
troublesome problem of furnish- 


ae 


ing..a..cabinet.. 

FM receivers caused less stir 
than recent comments might in- 
dicate. Most of the sets shown 
by major radio makers feature an 
FM band, but it was pointed out 
that there are only limited FM 
broadcasting facilities and that the 
demand in the central sections of 
the country is not heavy. 


Wood Is Bottleneck 


Virtually every radio and record 
player maker voiced the same 
problem — where to get cabinets. 
Philco has purchased 27,000 acres 
of timber on the eastern seaboard 
and is currently drawing out some 
wood but not enough to meet 
their demands. Philco originally 
estimated that this year would 
see 4,000,000 Philco units on the 
market but the current estimate 
is lower although indefinite. J. H. 
Stickle, merchandising manager of 
Philco’s radio division, said that 
consoles are now slowly getting 


into production. 


General Electric’s Musaphonic, 
combination record player and 


New ENGLAND'S STONE WALLS, laboriously built by rugged Yankee 


farmers, did something more than separate field from field. In a sense, 
they once symbolized self-sufficiency. To strangers, they said a polite but 


firm “Keep Out.” 


What does this mean to alert merchandisers ? 


Today, many of these walls are fallen. So are barriers to interregional 
trade. Busy New England, 90% urban, sells her products to all the world. . 


but depends on outside sources for 75% of her day- 
_ to-day necessities! (Seventy-five percent, that is!) 


It means an ideal market. . 
eager, cosmopolitan, compact. What's more, a market easily and effectively 


reached by one medium. That's WBZ! Powered by 50,000 watts, and 


backed by NBC’s most popular programs, WBZ has a loyal following in 


all 6 New England states. No walls hem in its signal.. beamed landward 


from a salt-water site in Boston Harbor! 


For time-buyers interested in the big New England market, NBC Spot 


Sales has the data on WBZ and its synchronous companion-station, WBZA. 


KDKA - 


feet 


WESTINGHOUSE RADIO STATIONS Inc 


wowo : 


KEX + KYW > 


WBZ + WBZA 


Advertising Age, July 22, 1946 


radio, is featuring the G-E elec- 
tronic reproducer, a contact with 
the record built on a flexible arm 
to eliminate the sound of scratch- 
ing. Musaphonics are expected 
to sell for about $500 to $700. It 
also features electronic volume 
and tone control. 


Puts Radios in Plastic 


Admiral Corporation, Chicago 
maker of radios, neatly side- 
stepped the cabinet headache by 
offering what is believed to be the 
world’s largest plastic radio cabi- 
net. While there is a slight differ- 
ence in tone, it is not noticeable to 
the average listener and the plas- 
tic cabinet has permitted consid- 
erably wider distribution. Admiral 
is currently spending about $1,- 
000,000 for dealer identification 
signs and is also running copy in 
eight national magazines. Larger 
cabinet requirements of FM re- 
ceivers is holding up Admiral’s 
FM sets and company spokesmen 
indicated that the firm expects to 
produce only limited FM facilities 
until 1947. 

Band instruments, principally 
trumpets, are seriously hampered 
by material shortages and most 
were faced with unavoidable price 
increases which is creating a prob- 
lem for the buyers of inexpensive 
and beginners’ instruments. 


Field Day for Records 


Records and needles are cur- 
rently having a field day, back 
into virtually full production. One 
innovation is RCA-Victor’s new 
unbreakable. record. Billboard 
estimated that there are now 
about 500 record makers and 
distributors in the field specializ- 
ing in all forms of recordings 
from lessons in children’s etiquette 
to grand opera. S 

Jefferson - Travis Corporation, 
New York, is offering a tape re- 
corder in conjunction with a radio- 
phonograph combination termed 
Masterpiece which can be set 
through timing devices to record 
radio programs at any given time 
regardless of the absence of the 
owner. 

Plastic and metal mutes are ap- 
pearing but material shortages 
have reduced their output. 


Beginners’ Instruments Missing 


Higher paid employees necessi- 
tate channeling of labor into pro- 
duction of more quality instru- 
ments, reducing the number of 
lower priced instruments and thus 
restricting sales to beginners and 
children, according to William A. 
Mills, executive secretary of the 
association. Formerly most lower 
priced instruments in this class 
were imported and the limited 
number reaching the U. S. from 
foreign makers are no longer in 
the lower price ranges, he said. 

While piano makers are trying 
to skirt drastic shortages in metal 
and wood which have made pro- 
duction of sounding boards ex- 
tremely difficult, production is ex- 
pected to double prewar figures 
when it finally gets going. About 
160,000 pianos were sold in 1941, 
and merchants estimate that they 
can sell as many as 400,000 next 
year if they can get them. 


S. O. Promotes Palmer 


Morse C. Palmer has_ been 
named advertising and public re- 
lations representative of the 
Omaha sales area of the Standard 
Oil Company of Indiana. He 
joined Standard Oil Company of 
Nebraska in 1921. When the 
Nebraska company was consoli- 
dated with Standard of Indiana in 
1944, he was made sales manager- 
reseller, a position he held until 
the new appointment. 


Heads Candy Sales 


Wallace H. Foote, recently re- 
leased from the Navy and prior 
to that engaged in sales and sales 
management activities in the 
candy industry, has been ap- 
pointed sales manager of Queen 
Anne Candy Company, Hammond, 


Ind. 
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Consumer Group 


Seeks Standards 
in Three Fields 


Recommends Work in 
Electric Appliances, 
Nylons, Insecticides 


NEw York—American Standards 
Association’s advisory committee 
on consumer goods this week 
recommended that minimum 
standards be written covering 
electrical appliances, nylon hosiery 
and household insecticides. 

The committee, representing 26 
organizations and government bu- 
reaus, also recommended the re- 
activation of a project on mini- 
mum standards for sheets and 
sheeting which had been started 
before the war but was blocked 
by a group of finishers. The com- 
mittee’s recommendations do not 
necessarily mean that the projects 
will be undertaken, since ASA 
works on a basis of voluntary 
agreement and writes standards 
only at the request of a responsible 
group in the field. 

The projects on electrical ap- 
pliances, nylons and _ insecticides 
seem almost certain to get under 
way, however, since the committee 
found a substantial demand for 
standards in these fields. 


Makers Boost Program 


The National Association of 
Electrical Manufacturers is under- 
stood to be behind the move for | 
standardization of electrical ap-| 
pliances, especially since the 
American Gas Association’s pro-| 
gram has proved successful in | 
boosting sales of gas appliances. | 
The project would seek to write) 
standards for such things as labels, | 
durability, performance and safety. | 

The nylon hosiery project prob- | 
ably will have the backing of the, 
du Pont interests, who are said| 
to be disturbed over the effect 
on the product’s reputation if in- 
ferior stockings are sold during 
the wartime shortage. The com- 
mittee recommended that stand- 
ards be written for sizes and di-| 
mensions, construction, finishing, 
dyeing and wearability. 

In household insecticides, both | 
manufacturers and government | 
agencies emphasize the need for| 
minimum standards, the ASA) 
committee found after a study of) 
the subject. The project would 
seek to write minimum require- | 
ments for effectiveness, restric-| 
tions for use, and safety require-| 
ments. The flood of insecticides 
now on the market, both with and | 
without DDT, has both groups 
worried, particularly since some 
preparations kill, some stun and 
others merely discourage insects. 


Point of Purchase 
Institute Names McKean 


St., New York, has appointed Nor- 


man McKean executive secretary | 


to replace Clifford Hodder, re- 
Mr. Mc- 
Kean was formerly sales promo- 
tion manager of the Wine Advis- 
ory Board. 


Parke, Davis Keeps Y&R 


Through error, AA last week re- 
ported that Parke, Davis & Co., 


Detroit pharmaceutical house, had | 


shifted the major portion of its ac- 
count from Young & Rubicam to 
L. W. Frohlich & Co., New York. 

The Frohlich agency has been 
named to handle the professional 
promotion of pharmaceutical and 
biological products, with the ex- 
ception of endocrines, which Mur- 
ray Breese Associates, New York, 
will continue to handle. Y &R re- 
tains the institutional advertising 


addressed to the general public. 


New Can Institute 
Series to Stress 
Research on Food 


New YorK—Can Manufacturers 
Institute will feature “recipe 
tricks” in eight consumer maga- 
zines and will emphasize recent 
findings on the nutritional value 
of canned foods in these magazines, 
15 professional papers and in book- 
lets to professional and trade 
people, in a $1,000,000 campaign 
in the next 12 months, Gordon E. 
Cole, advertising director, has re- 
vealed. Benton & Bowles is the 
agency. 

Full-page advertisements will 
appear in American Magazine, Bet- 
ter Homes & Gardens, Good House- 
keeping, Ladies’ Home Journal, 
Life, McCall’s, The Saturday Eve- 
ning Post and Woman’s Day. 


Features New Findings 


The study, on which the 
tional Canners Association and 
the institute cooperated, is said 
to have “disproved a general be- 
lief, held by nutritionists as well 
as homemakers, that canned foods 
have less vitamin value than 
fresh. When foods are cooked in- 
side a sealed container, as they 
are in a modern canning factory, 
vitamins are saved which might 
have been ‘cooked away’ if the 
food were prepared at home.” 

The professional list is: Agri- 
cultural Leader’s Digest, Amer- 
ican Journal of Nursing, Better 
Food, Forecast, the respective 
journals of the American Dietetic, 
American Medical and American 
Osteopathy associations, and of 
the American Institute of Homeop- 
athy, Journal of Home Economics, 
Journal of Nutrition, Modern 
Medicine, Practical Home _ Eco- 
nomics, Public Health Nurse, Reg- 
istered Nurse, and What’s New in 
Home Economics. 


AFA Club Program 
Stresses 4 Points 


New YorK—The club contact 
department of the Advertising 
Federation of America has sup- 
plied officers and directors of 


Na- 


|/member advertising clubs with a 


program “far surpassing anything 
outlined in previous years,” Elon 
G. Borton, federation president, 
reported last week. 

In a memorandum entitled 
“Your program for the year 
ahead,” the federation urges ap- 
pointment of “strong committees” 
to conduct four projects: (1) vet- 
erans’ guidance and placement in 
advertising; (2) education and 
training in advertising for mem- 
bers and non-members; (3) a pub- 
lic relations campaign, and (4) a 
campaign of public service. 


Magers Heads Promotion 
for Burton-Rodgers 


Ken Magers, formerly associated 
with Foster & Davies, Cleveland 
agency, has been appointed 


|head of adver- 
The Point of Purchase Adver- | 
tising Institute, now at 16 E. 43rd | 


tising and sales 
promotion ac- 
tivities of Bur- 
ton-Rodgers, 
Cincinnati, 
producer of 
displays and 
custom-made 
exhibits. 

Before join- 
ing Foster & 
Davies, he was 
advertising and 
publicity man- 
ager of the Cincinnati Gas & Elec- 
tric Company for 20 years. 


G-E Adds Division 


As part of its expansion pro- 
gram, the General Electric Com- 
pany’s chemical department, Pitts- 
field, Mass., has added a metal- 
lurgy division which will handle 
the sale of various types of per- 
manent magnets and metallurgical 
products, 


Ken Magers 


Last Minute News Flashes 


Farm Electrification Conference Planned 

NEw YorK—A national farm electrification conference, tentatively 
planned “to bring together individuals and groups interested in fur- 
thering better farming and better farm living through proper use of 
electricity,” and possibility of an accompanying exhibit, was discussed 
by about 25 representatives of farm and farm equipment manufac- 
turers groups at headquarters of the National Electrical Manufactur- 
ers Association July 18. Sponsors already lined up include a score of 
organizations in industry, farming and government, and additional 
groups are expected to participate. 


Phillips Petroleum Schedules First ‘SEP’ Series 

BARTLESVILLE, OKLA.—Phillips Petroleum Company, heavy adver- 
tiser in the Midwest and Southwest, will schedule its first national 
consumer magazine campaign in The Saturday Evening Post, using 
four-color pages every four weeks. The company has been using 
about 800 newspapers, national and sectional farm publications, local 
radio and outdoor posters. Lambert & Feasley, New York, is the 
agency. 


Erwin, Wasey Names Three Vice-Presidents 

Cuicaco—Three members of the Chicago staff of Erwin, Wasey & Co. 
have been elected vice-presidents of the agency. They are Charles S. 
Lewis Jr., copy director; Oscar M. Bryn, art director; and John S. 
Coerne, account executive. 


Owens-Illinois Drives for New Coffee Closure 

ToLeDO—Owens-Illinois Glass Company is starting a five-month 
four-color magazine campaign for a new Duraglas Ultra-Vac jar with 
airtight snap-on cap for fresher coffee, in The American Weekly, Col- 
lier’s, Good Housekeeping, Ladies’ Home Journal, McCall’s, Sunset, 
The Saturday Evening Post, and Woman’s Home Companion. Agency 
is J, Walter Thompson Company, New York. 


Limerick Contest Started for Evervess 

NEw YorK—Pepsi-Cola Company has begun a four-week limerick 
contest for Evervess sparkling water, through Young & Rubicam, in 
498-line, twice-a-week insertions in 11 dailies in New York, Boston, 
Philadelphia, Pittsburgh, Newark, New Brunswick and Trenton and 
95 spot announcements a week on 14 stations. The company will con- 
tinue to carry on a one-month introductory campaign in each terri- 
tory where new bottlers are franchised. 


Whitehall Tests New Foot Powder 


NEw YorK—Whitehall Pharmacal Company, division of American 
Home Products, is testing a new foot powder, Tiz, in Rochester, N. Y., 
and elsewhere through Dancer-Fitzgerald-Sample. Copy says Tiz 
“proved tops 2 ways in fighting athlete’s foot’—‘“killing fungi and 
checking their growth’”—and cites “Impartial laboratory tests of 
7 leading foot powders” made at a “leading university.” 


Menne Joins ‘Popular Science’ on Coast 

New YorkK—Wilbur L. Menne, formerly western advertising man- | 
ager of Popular Science Monthly and recently West Coast manager | 
of American Magazine, has become Pacific Coast manager of Popular | 
Science, which next month will open its own offices in Los Angeles 


and San Francisco. 


Bond Drive Enlists ABC Shows Plan 
796 Magazines for FM Network 


New YorkK—The United States} New York—A U. S. map show- 
savings bond drive being carried ing a proposed American Broad- 
on by the Advertising Council | casting Company network of 243 
with space contributed by general | frequency modulation stations was 
and professional magazines (AA,| submitted to the FCC here during 
'July 1) has enlisted the support a hearing on ABC’s application for 
|of 796 publications with a com- license to operate an FM station 
| bined circulation of more than! in New York. 

88,000,000. | The network will push ahead 

First copy will run in Septem-| with FM and television plans re- 
_ber, and each magazine will con-| gardless of whether the FCC ap-| 
|tribute a monthly page there-| proves ABC’s financing plan on| 
| after, which a hearing was held re- 
| Stuart Peabody, Borden Com-|cently in Washington, Mark Woods, | 
pany, is coordinator on the cam-| president of the net, testified here. 
paign. Albert E. Winger, Crowell- ABC has appropriated $75,000 | 
Collier Publishing Company, is); for a New York FM station, which | 
chairman of the magazine pub-| the net estimates would cost $29,- | 


lishers committee and Bernard| 825 to build and equip and $37,830 | 
Barnes, Time, Inc., is campaign} to operate for one year on a 24- | 
/manager. Members of the pub-|hour programming basis, it was | 
|lishers’ committee are Fred A.| reported. | 
|'Healy, Curtis Publishing Com-| 

ar Phillips Wyman, McCall | Nine Channels Unassigned | 
Corporation, Frank Braucher, | ABC is one of 18 applicants for 


| Periodical Publishers Association, | the nine unassigned FM channels 

and Earl McHugh, Hearst Maga-| in New York. Others whose ap- 
| zines. | plications have been heard since 
| Hector Perrier is the Advertis- | the FCC opened the hearing here 

ing Council coordinator and|two weeks ago include the Daily 
/'Young & Rubicam acts as task| News, WBNX Broadcasting Com- 
force agency with Mac Rainbodt|pany, Metropolitan Broadcasting 
as account executive. Elihu Harris| Service, WLIB, Hearst Radio, 
is Treasury Department represen- | People’s Radio Foundation, Ber- 
tative for the campaign. nard Fein, WMCA, Debs Memo-| 

rial Fund and North Jersey Radio, 
| Inc. 

The FCC ruled last week that 
counsel for the American Jewish | 
Congress, which is protesting the 
Daily News application on grounds 
of alleged anti-semitism in the 
paper (AA, July 15), could cross- 
examine News executives at a 


Van Brode Names Du Bois 


A. J. Du Bois, who formerly 
held executive positions with the 
Petri Wine Company, Phillips 
Packing Company, and The 
Cracker Jack Company, has been 
appointed general sales and ad- 
vertising manager of Van Brode 


Milling Company, Clinton, Mass. | hearing late in the week. 
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Opinion Pollers 
Form Group to Set 
Survey Standards 


NEw YorK—George Gallup, 
Elmo Roper, Archibald Crossley 
and other leaders in public opin- 
ion polling will form an associa- 
tion to set standards of scientific 
practice in the field and to pro- 
mote technical improvements in 
research methods. 

At present, plans are to limit 
the organization to those polls 
which regularly report to the pub- 
lic the results of their opinion 
sampling. A meeting is scheduled 
during September at which the 
scope and activities will be de- 
fined. 

The association also has the fol- 
lowing tentative objectives: “To 
maintain standards of honesty and 
objectivity in reporting, to inform 
the public about the methods 
which make it possible to conduct 
a national referendum on issues 
of the day through sampling 
processes, and to see that poll 
taking makes a maximum con- 
tribution to the democratic process. 

Organizations expected to join 
include the American Institute of 
Public Opinion (Gallup poll); 
Elmo Roper (Fortune Survey); 
Crossley, Inc.; National Opinion 
Research Center; the Iowa Poll 
(Des Moines Register & Tribune); 
Minnesota Poll (Minneapolis Trib- 
une); Philadelphia Poll (Phila- 
delphia Bulletin) ; Washington Poll 
(Washington Post), and the Texas 
Poll (directed by Joe Belden for 
a group of Texas newspapers). 


Regent Test Shows 
Newspapers Pull 
Better Than Radio 


NEw YorK—‘“For Regent cig- 
arets the frequency pattern in 
newspapers was more successful, 
dollar for dollar, than spot radio,” 
reported Thayer Ridgway of Ridg- 
way, Ferry & Yocum, New York 
agency, in summarizing results of 
an eight-week test for Riggio 
Tobacco Corporation. The find- 
ings were announced by the Bu- 
reau of Advertising, ANPA. 

Sixty-five and 140-line 
tions five times a week 
Chicago Tribune doubled sales 
there, The increase from. the 
same newspaper schedule in the 
Telegram-Gazette and Post, Wor- 
cester, Mass., was less spectacular. 
Regent used 21 announcements 
weekly on WNEW and 70 weekly 
on WHN, New York, and 30 
weekly on WPRC, Houston. 


inser- 
in the 


Originally scheduled for 13 
weeks, the campaign was Can- 
celled after eight weeks, the 


agency explained, because it had 
proved its point sufficiently. 


Two More R&R 
Men Join New Agency 


Two more Ruthrauff & Ryan 
radio production executives have 
resigned to join the new Sullivan, 
Stauffer, Colwell & Bayles agency. 
The two are John Van Nostrand, 
of R&R’s Hollywood radio pro- 
duction staff, who will head Hol- 
lywood radio for SSC&B, and 
Philip Cohen, of R&R’s New York 
radio production staff. 

Mr. Van Nostrand was with 
Donald D. Stauffer in Young & 
Rubicam’s radio department, and 
has worked on the Jack Benny 
and Fred Allen shows. He has 
recently been handling production 
on the Frank Morgan program. 
Mr. Cohen succeeded Mr. Stauffer 
as domestic radio head of the 
Office of War Information and 
set up OWI’s radio operation in 
London. He joined R&R after the 
war, and was formerly in the pro- 
duction department of CBS. 


KMBEC Appoints Battison 

John Battison has been ap- 
pointed development engineer for 
Station KMBC, Kansas City, Mo. 
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RIZONA pioneers were on the march again recently when the PHOENIX REPUB- 
LIC and GAZETTE played host to the last of that rugged band of hardy trail- 


blazers that chased the “rattlesnakes and Indians” out of Phoenix in yesteryear. 


In the impressive parade of automobiles led in true western style by an old- 
time stage coach, the guests reviewed modern Phoenix and renewed old friendships. Later they 


ate heartily at the barbecue, attended meetings, and climaxed their busy day by turkey trot- 
ting and swinging partners at the gala square dance held in their honor. 


The PHOENIX REPUBLIC and GAZETTE take pride in promoting the traditions of the 
great Southwest. The whole hearted support of Arizona’s old line families as well as the new 
youthful reader audience is reflected in the widespread acceptance of these newspapers—a 
readership of TWO out of THREE Arizona families. No other medium can offer a better re- 
ception—or more response to your advertising message in the expanding, buying, Arizona mar- 


ket. Have you ever thought of the favorable reaction your sales promotion will get in the 


PHOENIX REPUBLIC and GAZETTE ? 


\\ | / o Yy | 
REPUBLIC“.GALETTE 


BOB HALL, National Advertising Manager 
Represented by Williams, Lawrence & Cresmer Co. 
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